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This isn't 


—Idle Talk— 


We don’t juggle advertising space. 

We don’t ask advertisers to ‘‘take a chance” on an 
unknown, untried circulation. 

Our back bone is good and stiff. 

We know how valuable the 


Woman's Farm Journal 


is to every individual advertiser—big or little. We ask them 
and they tellus. Figure it out —take a strong think—esti- 
mate the wonderful, irresistible actualities in sales and in- 
quiries that necessarily must flow from such a circulation of 


642,509 


(SEPTEMBER ISSUE) 


making an enormous total footing of easily 3,212,545 in- 
terested readers. It’s neither ‘‘safe nor sane” to stop a 
minute to doubt. The price per line—there’s no rate any- 
where that beats it— 


4.4 Cents an inch per Thousand 
Weare eager that you neewe all this “hae peo Key your 
ad, Send us your order. When you check up the replies 
and sales you'll agree with us. Ask for free sample copy. 


Address Adv. Department 


WOMAN’S FARM JOURNAL 


Western Office : Eastern Office: 
Hartford Building, ST. LOUIS, MO. Flat Iron Building, 


Chicago New York 




















PRINTERS’ INK. 


Is the Subscription Price of 


PRINTERS’ INK 
TOO HIGH ? 


The Little Schoolmaster is often assured that its annual subscription price 
of Five Dollars is too high for the average subscriber. It is argued that 
PRINTERS’ INK could gain subscribers in larger numbers were the price 
reduced—especially so among the smaller merchants and young men and 
women who interest themselves in the art of advertising. 

It should be borne in mind that the production of a weekly journal like 
PRINTERS’ INK involves a good deal of expense, and while there are those 
who would be willing to pay even a higher price annually than is charged 
now, it is probably equally true that to many the present price appears as a 
tax which they think too high. 

PRINTERS’ INK is willing to give this question a practical test. From 
this day until December 31, 1904, the annual subscription price to PRINTERS’ 


$2.00 CASH 


and hence annual subscriptions may be had for that price for any number of 
years, if prepaid on or before December 31, 1904. Trial subscriptions for 
six months will be accepted for One Dollar within the same time limit. 

Present subscribers may extend their subscriptions at the above rate 
($2.00 per year) for any length of time they care to prepay for Now. 

Large firms, publishers and proprieters of advertising schools, 
who wish to subscribe for the Little Schoolmaster for the benefit 
of retailers, local advertisers and pupils, may communicate with 
the business manager of ‘ Printers’ Ink ’’ for special club rates. 

Here is an opportunity to secure the best advertising journal in the 
world which no man or firm or newspaper publisher can afford to overlook. 
PRINTERS’ INK educates and develops advertisers, and no single factor in 
this country has done so much as the Little Schoolmaster to make American 
advertising what it is to-day, 


TO CANVASSERS: 


Canvassers who wish to take up the subscription sales of Printers’ Ink at the above rates 
will be allowed 50 per cent commission on every paid-in-advance order they send in, either 
annual or semi-annual, And above the commission stated the following inducements are 
uffered: Cash prizes as below will be paid on January 10, 1905, to the canvassers who have 
sent in the largest number of annual paid-in-advance subscriptions. 

$ 100 for the largest number. $75 for the secund largest number. $650 for the third 
ane number. §265 for the fourth largest number. 

A canvasser is any person who takes the work in hand and sends in the cash for not less 
than three subscriptions, minus the 50 per cent commission. 


This offer is only good for the time stated and no longer. 
Address, with check, 


CHAS. J. ZINGG, Business Manager, 
‘Printers’ Ink,’’ 10 Spruce Street, New York, 
September 28, 1904. 




















PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., Post OFFICE, JUNE 29 1893. 


VoL, XLIX. 


ADVERTISING AN ENCYCLO- 
PEDI A. 


The adv ertising of Dodd, Mead 
& Co.'s new International Ency- 
clopedia has revealed one curious 
illustration of the power of news- 
paper advertising to establish an 
idea in the public mind. About 
1890 a reprint editior. of the En- 
cyclopedia Britannica was exploited 
by hundreds of newspapers 
throughout the country as a sub- 
scription premium. Thousands 
upon thousands of pages of display 
advertising were devoted to this 
work, and hundreds of thousands 
of copies were placed in American 
homes. No encyclopedia had ever 
received such publicity, and ‘the 
famous English work became the 
companion of people who had not 
before known what the word “en- 
cyclopedia” meant. 

The campaign of Dodd, Mead & 
Co. began last fall, upon the com- 
pletion of the new International. 
This work in seventeen volumes 
represents the labors for more 
than four years of several hundred 
contributors. More than 700,000 
subjects were first indexed by a 
card system, and from these 67,000 
were selected for treatment. The 
finished work has 100 departments, 
covering the whole field of knowl- 
edge from the most remote times 
to the present, the new Internation- 
al treating many topics that might 
be classed as news. The seventeen 
volumes contain 16,000 pages, 20,- 
000,000 words, 700 full-page illus- 
trations with 7,500 figures, several 
thousand text illustrations, 100 
full-page colored plates and 200 
maps. The plan of selling is by 
easy payments. Magazine adver- 
tising was employed to interest 
people in the work, and inquiries 
were followed up by local agents 
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unless in remote localities, when 
printed literature was sent. Every- 
where the agents for the new en- 
cyclopedia found a prejudice in 
favor of the Britannica, however, 
and upon overcoming this, demon- 
strating the thorough American 
point of view of the new Interna- 
tional, much of the advertising 
problem turns. 

Two distinct forms of argument 
are employed in advertising the 
International. One is directed at 
the reader who already owns an en- 
cyclopedia, while the other is aim- 
ed at those who have none. The 
point in the former course is to 
convince the reader that his en- 
cyclopedia is out of date, while in 
the latter the proposition is to ex- 
plain what an encyclopedia con- 
tains, and what it may be used for. 
It has been found that a relatively 
small portion of the public under- 
stands the uses or character of 
such a work. The best results in 
advertising have followed where 
the two lines of argument were 
kept apart. No good method has 
been found of combining them. 
The nature of the argument to be 
used. depends somewhat on the 
quality of circulation of the maga- 
zine in which the advertising ap- 
pears. 

It is a very easy matter, it is said, 
to convince the man who already 
owns an encyclopedia that his book 
is behind the times. The new 
International is the most thorough 
work ever compiled and published 
in the United States. Older ency- 
clopedias have been “cribbed” from 
the Britannica, and have a British 
point of view. In the description 
of places, for example, the words 
“shire town” will be used to desig- 
nate what is known in America as 
the “county seat.” Geographical 
comparisons will be made by Eng- 
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lish standards, the writers giving 
an idea of a foreign country by 
stating that it is “as large as 
Wales.” Articles on manufac- 
tures deal with English methods, 
all the information about those fol- 
lowed in America being compress- 
ed into a footnote of perhaps a 
dozen lines. In convincing the 
reader that he needs a new ency- 
clopedia the advertisements of the 
International have dwelt on these 
points, also giving extracts from 
the book on subjects treated in no 
other work. When convinced that 
his encyclopedia is about as useful 
as an old almanac, the reader sends 
for an agent. 

For the man who has no en- 
cyclopedia the work is described 
in a way that shows its scope. 
There is a popular notion that an 
encyclopedia is intended chiefly for 
answering questions—telling when 
George Washington was first in- 
augurated and who wrote the “Let- 
ters of Junius.” The advertising 
of Dodd, Mead & Co. explains the 
wider use of the International, 
suggesting courses of study and 
showing how interesting the book 
is as reading matter, for it contains 
countless essays on subjects never 
treated before, written in a popular 
style. 

In comparison with the scope of 
the work the advertising campaign 
has been small, being confined at 
present to about one dozen month- 
ly magazines. The list includes 
Harper's, Scribner’s Century, 
Bookman, Review of Reviews, In- 
dependent, Outlook, Literary Di- 
gest, Metropolitan, Saturday Even- 
ing Post, Leshe’s, World’s Work, 
Everybody's and McClure’s. These 
represent the publications that have 
been found profitable after a trial 
of practically all the leading maga- 
zines. Every advertisement has a 
keyed reply coupon which is sent 
in by the inquirer, and results are 
based upon a definite knowledge of 
the cost per inquiry. Newspaper 
advertising has been employed 
hardly at all. Advertisements were 
printed in the New York Times, 
Sun, Tribune and Brooklyn Eagle, 
but chiefly by way of a general an- 
nouncement that the work was 
completed and ready for. purchas- 
ers. It would be presumed that 


magazines devoted largely to books 
and literary matters would offer 
the best medium to advertise an en- 
cyclopedia, but such is not the case, 
Magazines of popular circulation 
have brought results at a far lower 
cost per reply. No women’s maga- 
zines have been used. Women ‘wy 
encyclopedias and influence tneir 
sale, The woman with children 
can be induced to buy on their ac- 
count, and when an agent who is 
trying to convince a masculine 
“prospect” hears him refer the 
question to his wife, he holds his 
breath, Women who belong to 
clubs and take an interest in liter- 
ature are also purchasers. But an 
encyclopedia touches men more di- 
rectly than women. The advertis- 
ing manager for Dodd, Mead & Co. 
hesitated to say that women were. 
indifferent to encyclopedia adver- 
tising, but when asked which sex 
he would prefer if operations must 
be confined to one, he promptly 
said, “The men.” Christmas is the 
best season for selling encyclope- 
dias, the sales averaging ten per 
cent more than at any other time 
of the year. Summer is, of course, 
a dull season, 

By far the larger proportion of 
inquiries are followed up by agents. 
Advertising serves to introduce the 
agent and brings greater returns 
than straight canvassing. One 
inquiry often leads to securing the 
names of a half-dozen people who 
might not answer the advertise- 
ments, Inquiries are frequently 
sent with the stipulation that no 
canvasser call upon the inquirer, 
but in that case, while the request 
is rigidly observed, the inquirer 
gets only a tenth the information 
about the encyclopedia that could 
be given in fifteen minutes by a 
trained representative. Every agent 
spends a week at school in Dodd, 
Mead & Co.’s New York office be- 
fore going out to take orders, and 
learns what the work contains and 
how to present its information to 
different classes of people. To in- 
quirers in remote places a book of 
eighty pages jis mailed, showing 
specimens of maps, colored plates, 
text and illustrations, and indicat- 
ing the many uses of the Interna- 
tional by short essays on leading 
subjects, such as “Pulpit and Pew,” 

(Continued on page 6.) 
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Little Lessons in Publicity.—New Series.—C. 


PAPERS THAT GO HOME 
And Stay There. 


Experienced advertisers recognize the fact that the news- 
paper read in the evening around the family circle is the 
superior advertising medium. The clean afternoon paper is a 
welcome visitor to the homes, especially in the long evenings 
of the winter season. 

The following high-grade, home, evening newspapers will 
bring you in touch with people who are influenced by adver- 
tising—the home-loving, purchasing classes—of Washington, 
Baltimore, Indianapolis, [Montreal and [linneapolis. 














THE EVENING STAR is the representative home newspaper 
of Washington, D. C., visiting every day ninety-two 7 cent. of the 
white homes of that city. 


THE BALTIMORE NEWS is the representative home news- 
paper of Baltimore, visiting more homes in that city than any other 
newspaper, with a circulation exceeding 54,000 daily. 


THE INDIANAPOLIS NEWS is the representative home 
newspaper, not only of Indianapolis, but of the entire State of 
Indiana. It visits 74,000 Hoosier homes every evening. 


THE MONTREAL STAR is the representative home news- 
paper of the metropolis of Canada. Its circulation exceeds 56,000 
daily, and it visits ninety per cent. of the English-speaking families 
in its city of publication every evening. 


THE MINNEAPOLIS JOURNAL is the representative home 
newspaper of “the great Northwest.” It visits 64,000 homes of the 
purchasing class of Minneapolis and Minnesota every evening. 


If you are interested in publicity in any of these five im- 
portant cities, I shall be glad to furnish full information and 
estimates. 


DAN A. CARROLL, 


Special Representative, 


Tribune Building Tribune Building 
New York Chicago 
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“Health” “The New Internation- 
al as a Legal Adviser,” “Lives of 
Great Men,” “The Romance of the 
Past,” “The Boy and the Encyclo- 
pedia,’” “A Talk about Men and 
their Thoughts,” “From Barnyard 
to Jungle,” “The Making of the 
Earth,” “Astronomy and Geology,” 
“Physics and Chemistry,” “The 
Navy and Army in the New In- 
ternational,” “The New Interna- 
tional in the Open Air,” “Art in its 
Babyhood,” etc. This book costs 
about fifteen cents a copy, and the 
sales directly traced to it aggregate 
about twenty per cent of the num- 
ber of copies sent out. 
J. Bracn & Sons, 
Clothiers. 
BirMINGHAM, ALA., Oct. 27, 1904. 

Editor of Printers’ INk: 

Five dollars too much for the Little 
Schoolmaster?’’ Well I don’t think so or 
we wouldn’t have paid it. I do think, 
however, that by reducing the price you 
will be ab:e to more broadly disseminate 
the gospel of advertising and thereby 
help competent advertising men. Yes, 
and women. : 

Speaking of women reminds me that 
there was very little comfort in your 
rather facetious reply to the serious 
problem presented by Mrs. Emma L. 
Grogan, of N. Petersburg, N. Y., in 
this week’s paper. ; 

She is certainly up against a hard 
proposition. 

I don’t believe that any school in the 
world can create ad writers out of peo- 
ple who were not intended for the 
work, but if Mrs. Grogan has the special 
talents necessary to success in the ad 
field she should get to the nearest 
large city and get a chance to demon- 
strate that ability. 

Suppose you can get her to send 
you some: of her ads for criticism. Or 
if you do not care to bother or haven’t 
the time I will be glad to utilize some 
evening to do that service. What she 
really needs is an honest, disinterestcd 
criticism of her work. One that I fear 
would be hard to get from a_ school 
that is taking her money. 

Then if she has struck her right vo- 
cation, age and beauty don’t count. Let 
us ad men give her a hand. Let Print. 
ERS’ INK raise a fund. Put me down 
for-a dollar to start it. We ought to 
be able to get up car fare and a little 
besides. Not charity, but an expression 
of sympathetic fellowship from the craft 
who can contribute what they like. 
Printers’ INK reaches a world of ad- 
vertising men. They’ll respond to the 


call too I’ll wager. 
This suggestion I respectfully offer. 
Who has a better plan? . 
Wishing Printers’ INK a circulation 
a3 large as they would like it, 
Fraternally yours, 


Cuas, Z. Danret, Adv. Mgr. 


I am, 
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THE MINNEAPOLIS “TRIBUNE.” 
The Northwest’s Greatest Newspaper, 
MINNEAPOLIs, MINN., Oct. 22, 1904. 

Editor of Printers’ INK; 

A_ competitive newspaper in Minne- 
apolis, the Journal, recently issued an 
anonymous medical circular misleading 
many advertisers. The circular was made 
up of medical advertisements which may 
have been selected from any one of a 
hundred newspapers. throughout the 
country. These were grouped cunning- 
ly about the editorial heading of the 
Minneapolis Tribune, which would make 
it appear to the casual observer that it 
was a page taken from the Minneapolis 
Tribune. ‘The design was, of course, to 
injure the Tribune in the eyes of ad- 
vertisers. 

It semed prudent, of course, tc send 
the misrepresentation circular out anony- 


mously. 
The Minneapolis Tribune never re- 
sorts to under-handed warfare of this 


sort, and feels confident that advertisers 
generally will not approve of such cam- 
paigning to obtain their favor. 

The Minneapolis Tribune relies upon 
the respectable community of Minne- 
apolis and holds up its 90,000 subscribers 
as ample proof that this community in- 
dorses the paper unqualifiedly. 

Believing it does not pay to, misrepre- 
sent, the /ribune has always produced 
proof. Advertisers knowing such meth- 
ods as spoken of above are practised by 
a competitor, will discount the other 
booklet recently issued by the Minne- 
apolis Journal purporting to have “Sign- 
ed Statements” of merchants. 

Very respectfully, 
THE MINNEAPOLIS TRIBUNE, 
Peterson, Manager of Advertising 
Assistant General Manager. 
a Saeeeon 
MILWAUKEE “SENTINEL.” 
MILWAUKEE, Oct. 5, 1904. 
Editor of Printers’ Ink: 

This is the age of co-operation. Mar- 
vels are being accomplished by it every 
day. 

The Sentinel is up-to-date and thor- 
oughly appreciates the benefits of co 
operation. 

We have just added to our business 
staff an experienced salesman whos* 
duty it is to co-operate with advertisers 
in making their Milwaukee appropria- 
tions all the more profitable. He will: 

Place goods on sale at leading estab- 
lishments. 

Supply live lists to merchants. 

Note the supplies in the hands of 
dealers wherever possible. 

Secure a line on local demand for 
your goods. 

Attend to any little commissions of a 
confidential nature. 

Secure letters of commendation. 

Post you on local conditions, etc. 

This service is gratis to Sentinel ad 
vertisers. Write us freely whenever we 
can do anything for you along these 
lines. Yours truly, 

Sentine, Company, 
W. A. Mungerford, Adv. Mgr. 


A. W. 
and 


THE 














POSTAL CARD ADVERTISING. 
Office of 
“Tue PERFORATOR AND Fraup RE- 
PORTER,” 
80 East 107th Street, 
New York, Nov. 1, 1904. 
Editor of Printers’ INK: 

I noticed your article in a recent is- 
sue of your estimable journal, Print- 
ers’ INK, on “Postal Card Advertising.” 
The article proved of considerable in- 
terest to me because I am putting forth 
an attractive novelty in postal card ad- 
vertising which has brought about sat- 
isfactory results and proved effective 
wherever used. I take pleasure in in- 
closing you herewith several specimen 
cards and you will, I am sure, agree 
that these are the handsomest and most 
attractive postal cards ever issued by 
any government. I believe that this is 
really a new idea in the way of postal 
card advertising. These cards should 
not be confounded with ‘Souvenir’ or 
“Picture” postal cards, as they are legi- 
timately issued for postal duty by the 
overnments of Ecuador, fen uras 
Jominican Republic, Nicaragua and 
Salvador. These issues having become 
obsolete were no longer available for 
postal duty and we secured the entire 
lot of “remainders.” 

Wishing the Little Schoolmaster the 
continued success and prosperity it 
deserves, I remain, 

Yours very truly, 
A. Hersst, Publisher. 


Markt & Co. Ltp., 
Import and Export 
193 & 194 West Street, 
New York, Oct. 29, 1904. 
Editor of Printers’ INK: 

We received from one of our agents 
abroad the following letter: 

“I would ask you to kindly obtain il- 
lustration of and price for an adver- 
tising apparatus, that works like a search- 
light, that throws its rays out into the 
universe against the (sky or) clouds, and 
in the rays of which the advertisement 
appears. I do not know the construc- 
tion of that apparatus, but the above 
are the only hints I am able to give you 
for your guidance or finding out the 
manufacturer. Should you not quite 
understand the above, please put my 
letter before the peopre of PRinTERs’ 
Ink, they can no doubt give you the 
name of the maker.” Yours truly, 

Markt & Co. Lr, 
——--— +o» - —— 
THE BEST SALES OF THE 
SEASON. 

APPLIED Device CoMPANy, 
Manufacturers of Imported Mechanical 
Devices, 

_ SPRINGFIELD, Mass., Nov. 4, 1904. 

Editor of Printers’ INK: 

Through two sample copies of Prtnrt- 
ERS’ INK which we have received we 
have made two of the best sales of the 
season. We therefore feel that we can- 
not get along without it, and enclose 
check for <as year a subscription. 

ours truly, , 
Apptiep Device Company, 
Harry A. Wright, Pres, 
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Publishers’ Advertising 


More publishers’ advertising 
appears in THE CHICAGO REc- 
ORD-HERALD than in any other 
newspaper in the entire West. 
Book reviews are a daily feature. 


Quality and Quantity 


The daily RECORD-HERALD has 
the largest circulation of any 
newspaper in the United States 
selling for more than one cent, 
whether morning or evening. 
Average daily cir- 
culation for nine 146 26 
months, 1904..... 4 
Average Sunday 
circulation for 198 6] 
3 


nine months, 1904 


Annual Book Number 


The Annual Book Number of 
THE RECORD-HERALD will ap- 
pear on Saturday, November 26. 














THE 


TORONTO DAILY STAR 


iS CROWING 
October, 1902, + 14,567 
October, 1903, - 21,557 
OCTOBER, 1904, 32,416 
Net Daily Average. 


THE STAR is essential to 
any advertiser who wants to 
cover the city—it’s a city 
paper—trates and circulation 
considered, it’s the paper of 
first choice with all general 
advertisers. 

Increase of over 60 per 
cent in circulation but no 
advance in rates—at least 
until the new year. If you 
are interested, better inves- 
tigate. 


THE STAR, TORONTO, CANADA. 











8 PRINTERS’ INK. 


READY-MADE BANK ADS. 


For the savings or commercial 
banker who has not made a study 
of bank advertising principles, yet 
wants specimens of good bank ad- 
vertisements in convenient form, a 
new volumeentitled “Banking Pub- 
licity” is recommended, This book 
was compiled by Francis R. Mori- 
son, assistant secretary and treas- 
urer of the Equitable Guarantee 
and Trust Company, Wilmington, 
Del., and is published by the 
Moody Publishing Co., 35 Nassau 
street, New York City, a firm 
making a specialty of financial 
books 

Mr. Morison’s suggestions are a 
trifle tameincomparison with those, 
say, of Malcolm McDowell, of the 
Central Trust Company of Illinois, 
Chicago, published in Printers’ 
INK, October 26, 1904. Mr. Mc- 
Dowell gives practice, based on 
everyday experiences in an aggres- 
sive bank, while Mr, Morison’s 
suggestions are confined to gener- 
alities, and suited to beginners in 
bank publicity. Nevertheless, they 
are comprehensive and practical, 
and to a bank officer with dormant 
advertising instinct should furnish 
a safe starting point. 

“Banking Publicity” begins with 
a number of opinions from well- 
known bankers as to the need for 
advertising in securing both sav- 
ings and commercial deposits. 
Then follow some general sugges- 
tions as to mediums and the vari- 
ous branches of bank advertising. 
The author advocates daily papers 
as the most profitable mediums. 
Special editions of daily papers, 
local directories, programmes, an 
schemes generally are to be avoid- 
ed. Calendars and advertising 
specialties are advocated for reach- 
ing certain classes, as business 
men, ladies, etc. Lawyers, court 
officials, real estate and insur- 
ance men appreciate a court cal- 
endar giving the dates of sessions 
of State and county courts, as well 
as United States courts. Trial 
calendars are also useful to them, 
and vest pocket memo books giv- 
ing names of court officials, a legal 
directory, etc. Lawyers are among 





the best clients that a commercial 
bank has, influencing a great deal 
of business ‘besides their own. 
Blotters are a good accessory, and 
street car advertising is recom- 
mended. The author says nothing 
about outdoor advertising. Many 
banks have secured very good re- 
sults with painted bulletins, which 
are naturally more dignified and 
permanent than posted paper. 

A most useful section of the 
book is that devoted to form let- 
ters and follow-up systems, in 
which Mr, Morison has been a spe- 
cialist for several years, devising 
systems for banks and trust com- 
panies in many parts of the coun- 
try. It is his belief that personal 
letters sent to the right classes of 
people, always typewritten, signed 
by an officer of the bank and mail- 
ed as a bona fide letter, play an 
important part in securing com- 
mercial deposits. Mail lists should 
be made up with discrimination 
from membership rosters of clubs, 
societies, secret organizations and 
women’s clubs, and from Dun’s 
and Bradstreet’s registers, tele- 
phone and city directories, lists of 
attorneys and business men, stock- 
holders in corporations, etc. News- 
papers furnish many desirable 
names in the real estate trans- 
fers, announcements of business 
changes, news regarding persons 
who are going abroad or removing 
to summer homes, and the like. 
Each of these should be addressed 
with a letter calling attention to 
foreign exchange, safe deposit for 
valuables, interest on money 
awaiting investment or whatever 
the bank has to offer, In most 


qd cases two or three letters are better 


than one. 

The final section of the book is 
given up to specimen ads, divided 
into three classes—those for com- 
mercial banks, savings banks and 
safe deposit business. These ads 
are all dignified, and are also note- 
worthy for brevity and clean-cut 
tvnography. The volume as a 
whole contains nothing strikingly 
new, but a large mass of establish- 
ed practice in bank advertising has 
been sifted and put into permanent 
shape. 
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THE PROMINENT EIGHT. 


Printers’ INK reproduces here 
half-tone photos of Col. H. W. 
Kastor and his seven sons, who 
compose the firm of H. W. Kastor 
& Sons Advertising Co. with offices 
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the head of eight departments, thor- 
oughly organized to handle adver- 
tising campaigns of every nature, 
and their intelligence, knowledge 
and indefatigable energy has given 
t}hem a place in the elite class, a 
term applied to advertising agen- 











1, H, W. KASTOR 2. 
4. E. H, KASTOR § 
7. W. B, KASTOR 


B, 
F. 


H. 
w. 





in St. Louis and Kansas City. The 
success of this firm is thought by 
many to come from the fact that 
“In unity there is strength,” but 
the real reason for their success is 
that they are eight specialists at 








KASTOR 3. LOUIS KASTOR 
KASTOR 6, R. H. KASTOR 
8. A. G. KASTOR 





cies that are doing “more than a 

million dollar business annually.” 

——_+o 

A FOLDER from Grit, Williamsport, 

Pa., shows a specimen of the art supple- 

ments given readers of that paper and 
tells of their value to advertisers. 
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ADVERTISING ABROAD. 


The Department of Commerce 
and Labor reports that our volume 
of exports of manufactures is con- 
tinually increasing, and is now at 
a height never reached before, 
though the relative volume of ag- 
ricultural exports is decreasing. 
This immediately suggests the 
“American invasion,” and superfi- 
cial readers will probably jump to 
the conclusion that we have won 
this increase through active pro- 
motion abroad. 

* * * 


But the American manufacturer 
is not a real invader in foreign 
markets. He is rather in the posi- 
tion of one who has been caught 
with the goods on him. American 
manufacturers who maintain ad- 
mirable advertising systems here at 
home are usually content to leave 
their advertising abroad in the 
hands of foreign agents. They 
do not invade foreign countries, 
but the foreign buyer discovers 
them and their products. That is, 
the enterprising foreign buyer does. 
Ten thousand other foreign buyers 
who have not more than the aver- 
age degree of enterprise never 
know that the American manufac- 
turer is in business. The latter 
would be alarmed if a Yankee com- 
petitor stole even littlest corner of 
a sparsely popularized Western 
State from him through superior 
advertising, yet he neglects to ad- 
vertise in countries abroad where 
purchasing power is concentrated. 

* * * 

Some weeks ago three municipal 
chiefs of the city of Hamburg, 
Germany, came to the United 
States to answer an advertisement, 
That advertisement was of a most 
costly character. It was the Balti- 
more fire. German municipal 
authorities are interested in fire- 
proofing methods, but until this 
disaster they had never put much 
faith in claims made for American 
fire-resisting materials and devices. 
They have had the natural Eu- 
ropean tendency to discount our 
claims—a heritage from our wood- 
en nutmeg days that will have to 
be advertised out of existence 
when we begin to build up foreign 
trade in earnest, The Baltimore 





fire, however, furnished so severe 
a test of our fireproof structures 
that the Germans were interested, 
The Hamburg officials came to this 
country and spent four weeks on a 
tour of inspection. Many of our 
devices surprised them, and they 
said that German fireproofing was 
only in its infancy compared with 
American methods. They had 
come after information because 
the American manufacturers of 
fireproof devices have never taken 
the trouble to advertise their prod- 
ucts in Europe. When they go 
home they will apply this informa- 
tion, and some of our manufactur- 
ers may receive orders and con- 
tracts. When the goods are ship- 
ped and make a figure in our ex- 
ports of manufactures the new 
trade will doubtless be ascribed to 
the “American invasion.” 
* * * 

A very little intelligent aggres- 
sion often goes a long way abroad. 
Real invasions of the foreign field 
through advertising are not num- 
erous, but a few American manu- 
facturers are advertising abroad 
with excellent results. In the 
world sense, for example, there is 
only one kind of whiskey. That 
is Scotch whiskey. The distillers 
of Great Britain have promoted 
this product for so many years in 
sO many countries that it is not 
known that any other country 
makes good whiskey. No _ other 
country does, except the United 
States. Only one “American dis- 
tiller has had the enterprise to 
compete with the Scotch spirit in 
foreign markets, but the results, 
after less than five years active 
exploitation, show that there is a 
wide foreign demand for the 
American liquor after it has been 
introduced. This house has al- 
ready built in New York a big 
export bonded warehouse to take 
care of its trade. The methods of 
advertising are simply those it em- 
ploys at home, applied to the for- 
eign field. Agents are located in 
every large country, but the adver 
tising is done from New York 
American whiskev suggests the 
characteristic American cocktai! 
The latter is known abroad bv 
reputation, and many English and 
European bars serve weird combi- 
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nations as “cocktails.” This Amer- 
ican house exports a bottled cock- 
tail, complete even to the spray of 
lemon peel. To ‘hundreds of 
thousands of well-to-do people 
throughout the different countries 
of the world are sent booklets con- 
taining the history and lore of the 
cocktail, with personal letters in- 
viting the recipient to call on the 
local agent and try a free sample. 
This has paved the way to trials of 
American whiskey, with the result 
that a profitable export business 
has been built up in the face of 
Scotch rivalry and the tradition 
about Scotch liquor, 
* * * 


Our present foreign trade is not 
the result of enterprise abroad, but 
simply a testimonial to the excel- 
lence of many things we make. The 
foreign buyer wants them badly 
enough to come after them. He 
does the American manufacturer’s 
advertising gratis, and the latter 
takes credit to himself for enter- 
prise that he has never shown. 
The whole idea of foreign trade is 
still new in this country, The talk 
about it and the energy behind it 
deal with generalities. Export ad- 
vertising, too, is general in its na- 
ture. The American manufacturer 
takes space in export publications 
going to the whole world, telling 
the same story in the same way to 
Englishman, Frenchman, Russian 
and South American. ‘As a begin- 
ning this advertising is excellent. 
But eventually it will have to be 
reinforced with specific advertising 
to each, in his own periodicals, or 
bv literature and letters, sent to his 
own door, adapted to his needs and 
ways of thinking. There is hardly 
the beginninz of this sort of in- 
vasion as yet. American machin- 
ery is known abroad, and its repu- 
tation increases daily. But it was 
not the American manufacturer 
who made it known. Foreigners 
have come to our country, taken 
tours of inspection and personally 
ferretted out the facts. 


; * * * 


Back in the seventies a young 
man came to New York and look- 
ed around for a business opening. 
Ta a month or $0 he went into the 
making of men’s shirts because 


that business had no seasons. He 
knew very little about shirts, ex- 
cept that they were white, and that 
men wore them. His lack of pre- 
judice on the subject led him to 
evolve a shirt that fit better than 
any others, and which he could sell 
at a lower price. He took his first 
samples to the largest dry goods 
house in the city. The buyer asked 
him to leave them, coldly, disin- 
terestedly. It was a matter of 
form, and he never meant to buy 
from the new manufacturer—per- 
haps never to look at his samples. 
The young man refused to let go 
of his samples. zi | want to show 
them to you,” he said; “these are 
new _ shirts, altogether different 
from anything you’ve seen, and if 
I don’t explain their good points 
you'll miss them.” Within a 
month he was selling his whole out- 
put to that house, and in a year a 
larger factory was started and put 
under his supervision, 
* * * 
The American manufacturer 
who leaves all his foreign adver- 
tising to foreign agents, virtually 
leaves his goods to work out their 
own salvation, Only the points of 
merit that cannot be escaped’ will 
count. Foreign agents handle 
competitive lines in many cases, 
and leave each to take its chances, 
proceeding on a wholly impartial 
basis so far as influencing the con- 
sumer is concerned. So long as 
foreign trade is regarded as over- 
flow business our manufacturers 
will probably leave exports to take 
their chances, or rely on the for- 
eign buyer coming, like Columbus. 
to discover them in their native 
jungles. When the newness has 
worn off the export idea, however. 
more direct methods of advertising 
abroad will be developed. If the 
houses that lead here at home do 
not adopt better methods abroad. 
new houses will secure the foreign 
trade by advertising—giving the 
foreign buyer information as per- 
sistently and forcefully as it is 
given by publicity in this country. 
American goods have gone far 
abroad on their own merits. When 
American individuality is added to 
those merits, and American meth- 
ods of ativertising, they will go a 
hundred times as far, 
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OUR GERMAN RIVALS. 

The peculiarities of the adver- 
tiser in the Fatherland are perhaps 
as numerous as the hairs on a 
boar’s back. Some of the ideas 
put to practice to obtain public 
recognition have the flavor of an 
inherited sense of exireme con- 
servatism. No better proof of this 
is obtainable than the ads of sev- 
eral of the older established man- 
ufacturing firms that seem to de- 
pend largely upon their past repu- 
tation and the capacity of their 
plants to off-set the more progres- 
sive arguments of Americans and 
other foreign competitors. In a 
few important cases the American 
invasion on the Rhine in recent 
years has awakened Teuton ad- 
vertisers to the advisability of rele- 
gating their honeycombed methods 
to the archives of antiquity. “A 
mark for a pfennig” Is good busi- 
ness doctrine, but economy in ad- 
vertising will often reverse this 
colloquialism. Not to take enough 
space in a reputable trade paper 
to give proper display to a many- 
worded advertisement, is undoubt- 
edly as poor a policy as to use an 
antiquated illustration, or an end- 
less variety of type, surrounded 
by a fantastic border that does not 
harmonize with the make-up. It is 
gratifying to see, however, that the 
more prominent manufacturing 
firms in Germany are gradually in- 
stituting reform in this direction. 

In using “inserts” advertisers 
show better taste, and not infre- 
quently a two or four-page insert 
is beautifully illustrated, carefully 
printed, sometimes in two or more 
colors, and on the whole is a good 
example of the ad-artist’s work. 
These inserts usually serve as 
abridged catalogues, and besides 
appearing in the higher class of 
trade journals, are used to circu- 
larize likely customers. Occasion- 
ally an enterprising manufacturer 
will incorporate in his insert-ad the 
words “made on the American sys- 
tem,” believing this will facilitate 
competition with Uncle Sam in 
European markets. Among the 
larger manufacturers having’ faith 
in the “insert” as a vehicle of pub- 


licity are R. Wolf, builder of lo- 
comotives of Madeburg-Buckau; 
G. Riidenberg, Jr., cameras, marine 
glasses, etc., of Hanover and Vi- 
enna: Schubert & Salzer, general 
machinery, of Chemnitz; W. Kuhl- 
mann, valves, of Offenbach; Leo- 
pold Ziegler, Machbeth’s patent 
stop-valves, of Berlin; Oscar 
Krieger, railway supplies, of Dres- 
den; H. & E. Kruskopf, preserving 
timbers, of Dortmund; Lunke & 
Kind, railway castings, of Witten; 
W. F. L. Beth, valves and filters, 
of Liibeck; and Friederich Goetze, 
metal packing, etc., of Burscheid in 
Céln. Most of these firms use a 
four-page folder, some being of 
tissue, and a few of calendar fin- 
ished paper of nearly legal-cap 
size. 

While the advocates of “inserts” 
are busily engaged in canvassing 
their regular trades, there is no re- 
laxation on the part of the ad- 
vertisers who believe in using the 
classified pages of the technical 
press. The tendency of this latter 
class is to increase their space, les- 
sen the descriptive matter, and 
give prominence to their name and 
specialties. Not so very long ago 
a firm contracting for a full page 
would not hesitate to load it up 
with words and “veteran cuts.” 
Now one seldom sees an “ad” of* 
a manufacturer with an interna- 
tional reputation overburdened 
with description. In fact, several 
of the leading exporters use sec- 
tional drawings of their machines 
to elucidate the condensed descrip- 
tion. Where a cut is not employed 
bold-face type, sometimes italic, 
focuses attention to the unique ex- 
cellence of a patented specialty. 
Singularly enough there is little 
difference shown jin the taste of 
advertisers, whether they take a 
page, two pages, or smaller card. 
At rare intervals only is the 
make-up of an “ad” changed, but 
reformation in this direction is 
gradually coming, if one may 
judge from the views of certain 
large advertisers. 

As many Americans are catering 
to European trade in competition 
with Germany, it is interesting to 
supplement the list of manufactur- 











’ Aschersleben; 


ers already given. All of the firms 
mentioned herewith are big adver- 
tisers in the German press, and a 
number of them have an enviable 
reputation on the Continent. These 
are the Berlin-Anhaltische Mas- 
chinenbau Actien-Gesellschaft, of 
Berlin, which claims to be the old- 
est and lJargest manufacturer of 
transmission machinery in Europe; 
Poetter & Co., Dortmund, claim- 
ing to be the greatest consulting 
civil engineers on the Continent; 
Gutehoffnungshutte, manufacturer 
of pumps, etc, of Oberhausen; 
Schuchtermann & Kremer, Dort- 
mund: Frélich & Kliipfel Maschin- 
enfabrik, Barmen; Weise & Mon- 
ski, pumps, Halle; Baum Maschin- 
enfabrik, Herne, Westphalia; A. 
Bosig, mining and electrical ma- 
chinery, Berlin; Klein, Schanzlin 
& Becker, pumps, Frankenthal; 
Garrett Smith & Co., , locomo- 
tives, Magdeburg-Buckau ; Ludwig 
Stuckenholz, cranes, Wetter; Han- 
iel & Lueg, gas engines, etc., Diis- 
seldorf: Union  Aktien-Gesell- 
schaft, machinery and _ supplies, 
Dortmund; Balcke & Co., engines, 
Bochum; Rombacher Hutten- 
werke, Rombach,  Lothringen; 
Phoenix Aktien-Gesellschaft, Laar ; 
Arthur Koppel (a large advertiser 
in America), industrial railways; 
Fried Krupp Grusonwerk, Magde- 
burg-Buckau; Mannheimer Mas- 
chinenfabrik (Mohr & Federhoff), 
Mannheim, Breuer, Schumacher & 
Co., metal working machinery, 
Kalk bei Céln; Benrather Mas- 
chinenfabrik, Diisseldorf; Peipers 
& Co., Siegen, Westphalia; Balcke, 
Telling & Co., Beurath in Diissel- 
dorf; Diirener Metallwerke Ak- 
tien-Gesellschaft, Diren, Rhein- 
land; A. Wilke & Co., steam en- 
gine and boiler works, Brauns- 
chweig; Gelsenkirchener Gusstahl 
and Ejisenwerke, Munscheid & 
Co.), Gelsenkirchen; Ascheisle- 
hener Maschinenbau Aktien-Gesell- 
schaft (W. Schmidt & Co.), 
Sulzer Brothers, 
centrifugal pumps, Winterthur and 
Ludwigshafen; Hohenzollern Mas- 
chinenfabrik, Diisseldorft; Hoesch 
Iron and Steel Works, Dortmund; 
Ehrhardt & Sehmer, pumps; Ed- 
uard Laeis & Co., grinding mills, 








PRINTERS’ INK. 13 


etc., Trier; Mayer & Schmidt, Of- 
fenbach; C. Herrm. Findeisen, 
cranes, Chemnitz; Theodor Wie- 
de’s Maschinenfabrik, Chemnitz; 
Bolzani_ Bros., cranes, Berlin; 
Orenstein & Koppel, locomotives, 
etc., Berlin; Wilisch & Co., brick 
manufacturers, Hamburg; C. Otto 
Gehrckens, Walrus, leather for 
belting, etc., Hamburg Allgemeine 
Elektricitats Gesellschaft, Berlin: 
Lohmann & Stolterfoht, transmis- 
sion machinery, Witten; and Al- 
fred Nobel & Co., dynamite, Ham- 
burg. 

Among the American firms ad- 
vertising in the German press are 
the Morgan Construction Co., 
Worcester, Mass., Brown Hoisting 
Machinery Co., Cleveland, and the 
Ingersoll-Sergeant Co., which has 
a Berlin branch. 

OT eae 
USE THE “PENNY-SAVER.” 
PHILADELPHIA, PA., Oct. 29, 1904. 
Editor of Printers’ INK: 


I am advertising manager, having 
wharge of the advertising of several 
establishments. As a_ subscriber of 
PRINTERS’ INK, through one of the 
houses, I take the usual liberty of a sub- 
scriber of asking a question. 

One of my houses push their sales 
by writing letters to farmers, asking 
them to call on the local dealers to buy 
goods. ; 

The question I wish to know is this. 
If they should send a circular, in a 
penny-saver, one-cent envelope, to 
double the quantity of farmers, wou'd 
it be more effective than the two-cent 
circular, to the smaller number of farm- 
ers? 

I have no doubt but that this question 
has come to you dozens of times. If 
you could give me some light, on the 
experience of others, I would appre- 
ciate it very much. 

Yours very truly, 
A. E. PHARo. 

In this particular case the penny- 
saver may be used. A farmer’s mail 
isn’t very large as a rule, and he and 
his family are apt to read all they 
receive. 


42 








German Families are Large 


and large families are large consumers. 
Think what a quantity of goods the 140,000 
or more German Families consume that you 
reach by adverti with us. Rate, 
flat. y not let us run your ad in the 


Lincoln Freie Presse 


LINCOLN, NEB. 
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THE KARPEN FURNITURE 
ADVERTISING. 


The magazines carry a quantity 
of furniture advertising based on 
direct sales to readers. Only one 
firm, however, uses them to pro- 
mote trade for the retail furniture 
dealer—S. Karpen & Bros., of Chi- 
cago, whose trademark has been 
made widely known the past three 
years by advertising in an excep- 
tionally small list of monthly mag- 
azines. The results from this ad- 
vertising have been marked. The 
firm recently opened an office in 
New York, solely to take care of 
inquiries. Julius Karpen, who has 
the Karpen publicity in charge, 
talked with a Printers’ INK re- 
porter about methods and results. 

“We began in 1901 with ads in 
the Ladies’ Home Journal, which 
has been our standby ever since. 
Before that time our heaviest work 
had been done to interest the deal- 
er—as it is, in fact, to-day, Karpen 
furniture is high- grade, and our 
talks to the consumer have been 
designed to accomplish two things. 
First, foremost and all the time, 
to show a piece of our leather- 
covered furniture and impress 
upon the reader the word ‘Kar- 
pen.’ Second, to talk quality and 
demonstrate it from the technical 
side, so that readers can see for 
themselves why our furniture 
costs more. Our magazine ads 
lead up to an illustrated catalogue 
for the consumer. This book, 
costing eight cents to mail, shows 
Ivy designs and gives prices by 
which the reader can tell the ap- 
proximate cost of each piece at his 
local dealers. We do not under- 
take to set prices for the retailer. 
Prices in the consumer’s catalogue 
are subject to a discount determin- 
ed by the dealer. The catalogue 
contains the complete story of a 
hide, telling how it fs tanned by 
the slow process, and why Karpen 
leather wears and holds its finish. 
Cheap leather furniture is covered 
with ‘split’ leather. After a hide 
has been tanned it is cut into two 
or more layers. In the top layer 
alone is visible the natural grain 
of the leather produced by the 
fibers of the skin terminating in 
separate masses on the surface. 
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This top layer takes a high finish, 
and will wear and hold color and 
finish for years In hard service. It 
is worth more than double the 
price of the second and third lay- 
ers, or ‘splits.’ The ‘split’ leather 
is finished with an artificial grain, 
however, and so cleverly counter- 
feits the surface leather that none 
but an expert can tell them apart. 
Frequently a microscopic exami- 
nation is necessary to detect 
‘splits’ on a piece of new furni- 
ture. In aetual service the differ- 
ence soon becomes evident, for the 
‘splits’ are weak in fiber, and soon 
go to pieces. 

“Every piece of Karpen leather 
furniture is covered with the top 
layer of superfine hides, and our 
trademark is back of our product. 
This technical story is clearly told 
in our catalogue, and with each 
copy sent out goes a sample of 
Karpen leather. We have also had 
considerable success in selling, to 
magazine readers, pieces of leather 
large enough to cover a chair, a 
sample eighteen {nches square 
being mailed for seventy-five cents. 
We sell nothing else direct. The 
Karpen advertising is based on 
absolute protection to the retailer. 
Inquiries from a dealer’s territory 
as to when our goods can be 
bought are referred to him. We 
find that with the exception of a 
few very large stores throughout 
the country the furniture dealer 
has a keen appreciation of our 
work on his behalf. He supplz- 
ments our advertising with news- 
paper advertising in his own lo- 
cality, often giving whole pages 
to Karpen goods. We furnish 
electrotypes for this advertising, 
of course. The few large stores 
that do not take kindly to our ad- 
vertising are those that have their 
own factories, and sell under their 
own trademarks. Even they carry 
some Karpen goods, however. In 
certain instances Karpen furniture 
is sold without the trademark, be- 
ing left off by request. But for 
each case where this is done there 
are hundreds where dealers would 
not accept goods without our 
trademarks. 

“The furniture retailer appreci- 
ates quality. When you consider 
the conditions under which he does 
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business you can readily see why. 
The grocer sells things that are 
eaten in a week at most. That’s 
the end of them. But the furniture 
dealer who sells even- a cheap 
kitchen chair has got to figure on 
doing business in the town with it 
until it is worn out. Defective 
goods always come back to him— 
he simply can’t get away from 
them. Therefore, the 25,000 deal- 
ers in the United States have 
learned to sell dependable stuff. 
Quality interests them. It is pos- 
sible to make three leather-covered 
chairs that will look exactly alike, 
even to the dealer, yet there will 
be a difference of from ten to 
thirty per cent between them in 
wearing quality. This is an age 
of clever counterfeits. When a 
furniture dealer has once been led 
to buy a lot of stuff that looked 
all right, but came back in less 
than six months a dead loss, you 
may be sure he knows the value 
of quality. The Karpen advertis- 
ing and literature show the con- 
sumer why quality goods are worth 
all they cost. The consumer needs 
no education in quality when he 
comes to the dealer. The techni- 
cal story of Karpen leather is told 
in our catalogue much mo.e thor- 
oughly and forcefully than the 
dealer could tell it himself. That’s 
why he likes our advertising on 
his own behalf, and takes advan- 
tage of it. 

“The Karpen campaign is con- 
fined to six magazines—Ladies’ 
Hom, Journal, Saturday Evening 
Post, Munsey’s, McClure’s, Harp- 
er’s and Leslie’s Monthly. Half 
page spaces are used, and the ads 
are printed every month through- 
out the year. Since we began with 
the Ladies’ Home Journal the cam- 
paign has grown»gradually, a mag- 
azine being added from time to 
time. We-have always added— 
never reduced the list. The ads 
are keyed, not by numbered ad- 
dresses, but by showing in each 
magazine a different piece of fur- 
niture, This plan enables us to keep 
accurate statistics of results. As 
I said before, the ad centers on a 
Picture and the word ‘Karpen,’ 
with cuts of our two trademarks— 
one for leather and the other for 
upholstered furniture. The best 
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half-tones that money can buy are 
used. They are made from photo- 
graphs. The value of this adver- 
tising depends altogether on active 
work among the dealers. We have 
used trade journals to reach the 
retailer, but find that the best re- 
sults are attained by direct solici- 
tation through salesmen. Our New 
York office was opened to take care 
of inquiries, and I have been some- 
what surprised to learn how well 
our goods are known here in the 
East by the public at large. In 
the past week we have had calls 
from perhaps a dozen people who 
were under the impression that 
Karpen furniture could be purchas- 
ed direct from us. 

“Our factories in Chicago are 
acknowledged to be the largest in 
the world devoted to upholstered 
furniture—our specialty. It may 
surprise you to know that Chicago 
makes about six times as much 
furniture as Grand Rapids, which 
is popularly known as the furni- 
ture center of the United States. 
25,000 and 30,000 people are em- 
ployed in the Chicago furniture 
factories, while the factories at 
Grand Rapids probably employ be- 
tween 6,000 and 7,000. New York 
City is also a large furniture cen- 
ter, producing goods that fully 
equal in money value the output of 
Chicago. This output represents 
perhaps one-tenth as many pieces, 
however, as they are nearly all of 
the most costly character.” 

paste Stoo 

A BOOKLET on inventions, cheaply 

rinted but convincing as to text, comes 


rom the Southern Patent Development 
Agency, Chattanooga, Tenn. 








UNSOLICITED TESTIMONIAL. 





DEAR SIR—ONE APPLICATION HAS CONVIN. 
CED ME THAT IT IS ALL THAT YOU CLAIM, 
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A Roll of Honor 


(SECOND YEAR.) 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 











Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated; 
also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation ——- as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 





culation figures in the ROLL oF Honor of the last named character are marked with an (+). 


These are generally regarded the eens who believe that an advertiser has a right 
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to know what he pays his hard cash 


ga Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the poe sends a statement in detail, properly signed and 


dated, covering the additiona. 
paper Direc ctory. 


ALABAMA. 
Anniston, Evening Star. Daily aver. rd 1903, 
1,551. Republic, weekly ave aver. 1903, 2,21 


Birmingham, Ledger. dy. dy. Average for 1903, 
16,670._/st 6.mos. '04,19,852. E.Katz., 8.A.,N.Y. 


ARIZONA. 


Phoenix, Republican. Dai fly average gt 1903, 
6,088. Chus. T. Logan Special Agency, N. 


ARKANSAS. 
Little Rock, Arkansas Methodist. Anderson 
& Millar, pubs. Actual average 1903, 10,000. 


Fort Smith, Times, daily. In 1902 no issue less 
than 1,000, Actual xT? gg Jor August, 
September, October, 1903, 8,109. 


Little Rock, Baptist < eull wy. Av. 1903, 
4,550. Nine mouths ending Oct. 27, 1904, 5,111. 


CALIFORNIA. 
Fresno, Morning Republican, daily. Aver. 1903, 
5,160, ist 9 mos, ’94,6,299. EZ, Katz, 8. A.,N. Y. 
Mountain View, Signs ofthe Times. Actual 
weekly average for 1903, 82,842. 
Redlands, Facts, omy. Daily average for 
4908 1.456, No weekly 
San Prageioos, Cal, a and §’y. J. D. Spreck- 
els. Actual daily average for year ending Sept., 
190k, 62,106; Bander, $6,780. 
San Jose, Pacific Tree and Vine,mo, W. G. 
hannan. ‘ual average, 1903, 6,185. First 
three months, 1904, 8,166. 


COLORADO. 

Denver, yr daily. Post Printing and Pub- 
ishing Co. Average for 1903 ah 4 Average 
or August, 1904, 45,064, Gain, 8,7 
&@™ The absolute correctness ofthe latest 

circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


CONNECTICUT. 


Hartford. 
16,509. Perry Perry Lukens, Jr. wT Ker. 
Meriden, Morning ng Record and Republican. 
daily average for 1908, 7.582. 
New Haven, Evening kegister. ~ Actual 
av. for 1903, 18,571; Sunday, 11,292 


for 1903, 





period, in accordance with the rules of the American News- 


New Haven, Goldsmith and ee, 
monthly. Actual average for 1903, 7,81 


New Haven, Palladium, daily. pein Sor 
1903, 7,625. EH. Katz, Specia Special Agent, N. Y. 
New Haven, Union. Av. 4 1903, 15,827, first » 
mos. 1904,16,008. E. Katz, Special "Agent, aT 
ew London, Day, ev’g. Aver. 1903, 5,618. 
P- 1904, 6,049. ? Katz, Spec. Ad, Agt., N.Y. 
Norwalk, Evening Hour. Daily average year 
ending June 1, 1#4, 8,188 (3). 
oe Bulletin, morning. Average Jor 1903, 
4,088; first six months 1904, 5,178. 
Seymour, Record, weekly. W.C. Sharpe, Pub. 
Actual average 1903, 1,169. 
Waterbury, Republican. Daily av e Sal 
5,846, La Coste & Muxwell. Spec. Agts, N. Y. 


DELAWARE. 
Wilmington, Every Eveni Avera r- 
anteed circulation for 1903, 10-784. sine 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily. Ev. Star News- 
paper Co, Average for 1908, 8 088 (OO). 
Be ey Tribune, weekly. aceume for 1902 
04,599. First six mos. 1903, 112,268, 
Smith & Thompson, Rep. 9 NV. Y. & Chicago. 


FLORIDA. 


Jacksonville, potres oe, oF Av. amt, 898 
‘st 6 mos, ’04, 8,881. atz, Sp. Ag., N. Y. 


GEORGIA. 

Atlanta, Journal, dy. Av. 1903,88,928. Sept. 
190k, 44,808. Semi-weekly 45,8 6% 

Atlanta, News. “Actual d daily average, 1908, 
20.104, Average April, 1904, 26,547. 

Atlanta, Southern Cultivator, agriculture. 
semi-mo. Actual average for 903, $0,125. Aver 
age jirst six months 1904, 66,666. 


IDAHO. 
pete Capital News, d’y and wy. Capital News 
ub. Aver. 1903, daily 2,761, weekly 
sats” rst 6 mos. 1904, dy. 8,016, wy. 8.868. 


ILLINOIS. 

Aurora, News. Fuses months ending Sept. 
1904, daily average 5,614, 

Cairo, Bulletin. ar and Sunday average 
1904 to Sept. 30,1,8%4; month of Sept., 2,168. 
Oe alro, Citizen. Daily average 1903, O10; wok 
yt 110. First eight ssontne 1904, daily, 1 +205; 

weekly, 1,125. August, 1904, daily 1,281. 
Champaign, News. First four months 1904, 
no day’s issue of less than 2,600. 





ge 








PRINTERS’ INK, 


Yhiengo Alkaloidal ciate, monthly. Dr W. 
Abbott, pub: S. DeWitt Clough, adv. é 
Guaranteed circulation 80,000 copies, pany 
over one-fourth of the American ical p 
Session. 


Chiengo, Bakers’ Helper, monthly. H, R. 
Ulissold) Average for 13, 4,175 (@@). 

Chica ge. Brewin. Gazette, yonod farm,week- 

. Co. Actual anaes i: 90 

b:,880 sso, ‘$9 ho ending Sept., 2, 1904, $8,157. 

Chicago, Dental Digest, mo. DPD. H. Crouse, 
pub. nofwat average for 1903, 7,000, 

Chicago, Farmers’ Voice. Actual weekly aver- 
age year ending September, 1904, 22,802 (%). 


Ohieago, Grain Dealers Journal,s.mo. Grain 
Dealers Company. Av. for 1908, 4,854 (@@). 


Chicago, Crees Writer, monthly. Shorthand 
and Typewriting. Actual average 1903, 11,666. 
, Journal Amer. Med. Assoc. Wy. av. 
1908, 28, 15, July, Aug., Sept., 1904, $2,381. 
Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548, 
Chieago, National Harness Review, aa AY. 
for 1902, 5,291. First 8 mos, 1908, 6,250. 
Ohicago, Record-Herald. Average en 1908, 
daily 154,218, Sunday 191,817. 
Chicago, Retailer’s Journal, monthly. Pre- 
sent circulation 10,750. 
COPY OF AFFIDAVIT. 
xe G. ne enna of ee Mb gp 
ews} r Union, cago, lo hereby cer- 
ager have printed for the RETAYLERS’ 
| A during © months of June, July, 
August, September, October and November, 1904, 
an average of 10,750 copies per wt es 
HO . 


worn to and subscribed betore me 
(SEAL) this Bovemes 2, 3 1904, 
G. Brown, Notary Public. 

Kewanee, star Gouner Av. for 1903, daily 
8,088, wy. 1,414. Daily ist 5 mos, 04, 8,296. 

La Salle, Ray-Promien, Polish, weekly. 
Average 1903, 1,805. 

Peoria, Star, eveni anda Sande paren 
Actual sworn average for 1903, 22,19 

Roekford, Repeee. eas, Actual , lead 
for 1903, 6,540. La Uoste & Maxwell, N. 

INDIANA. 

Evansville, Courier, aoly ana 8. Courier Co., 

ub. Act. av.’02,11,218 (244). Sworn av. ’03, 12- 

18. Smith & Thompson, Sp. Rep.,N.Y. & Oh: icago. 

Evanaville, Journal-News. Av. 1903, dy 18,+ 
852, ‘st. 6 mos. '04,14,160. E. Katz, 8. A., N.Y. 


Goshen. Cooking Club, monthly. A for 
908, 26.878. a parent seedinen, aro hotee- 
wives keep every issue for daily reference. 
Indianapolis, News, dy. Aver. net sales in 1903, 
69,885, August, 1904, 7 904, 8,841. 
Pe pt Star. Av. net sales for ve Sot. (ak 
rns and unsold copies deducted), $68 ae 
Marion, Leader, daily. W W. B. Westlake, pub. 
Actual aver. for 6 mos. end. June 30, 04, = 41. 
Munele, Star. Average net sales for t. (all 
returns and unsold copies deducted) 27,8: 4 
Notre Dame. The Ave Maria, Catholic weekty 
magazine. Actual average average for 1903, 24,082, 
Riehmond Sun-Telegram. Sworn av, 1908, di 
8,811. For Feb., 1904, 8.944. . 
South Bend. Tribune. Sworn da y average 
Sworn n average | for Pom 6,688. 


Chie; 





4 





1908, 5,718, 
Terre Haute, Star. Av. net sales jor ot. . (all 
returnsand unsold copies deducted), 21,560 (3). 


INDIAN TERRITORY. 
Ardmore, Ardmoreite, daily and _ weekly. 
Average for 1908, dy., 1, 951; wy., 8,872. 
IOWA 
Burlington, Gazette, dy. “thos. Stivers, pub. 
Average for 1903, &, 864, June, 1904, 6,227. 


era Advertiser. Actual daily average for 
1903, 10,280, , A 
evenness Times. Daily Daily aver. ty 8.055, 


8-wy. 1,660. Daily aver. Oct.,/904, 9,620. Cir. 
guar. wore than double of any Davenport daily. 





17 


Decora h, Decorah-Posten (Norwegian). Sworn 
av, cir’n, 1903, 89,681. Mare March, “100k, 40,856. 


Des Moines. Capital, daily. haf Rn ay | Youn; 


a a P Mr gi.3e s? 898. 
Average for mon \. 
onmnia ciroulton ao eepeet « any Des Moines 


~ ae sree. of te erening 
Saag "Garties largest ‘amount of toval 
ik 


Des Moines, News. daily. Actual average for 
1903, 45,876. B.D. ‘Butler, N. Y. and Cnionga. 


Des Moines, Wallace's Farmer, Est. 1879. 
Actual average for 1903. 8,769. — 


Museeatine, Journal. Daily av. 1903 Pau 
semi-weekly 2,708, first four months 5,167. 

Ottumwa, Courier. Daily average for March 

and April. 1904, 5,021. Tri-week weekly average for 
March and April, 1904, 7.04 7.704, 

Sioux Olty, Journal. Dy. av. for 1903 (sworn) 
arate. dai y av. Sor on ft nine months of oy 


. More 
its "held than of all other ¢ daily. papers combined. 


KANSAS, 


Wutchinson, News. Daily 1903, 2768, weekly, 
2, ona E. Katz, Agent, New Yor 


rom ‘a, Western Saseljournal, educationa 
monthly, Average Sor 1903, 8,125, 


KENTUCKY. 
HMarrodeburg, Democrat. Best weekly sohest 
section Ky. Av. 1903, 8,582; growing fast. 
Lexington, Leader. Av.’03, 5,828, 8 4.092, 
ist qtr res, dy. 8,928, Sy. 5,4 Sy. 5,448. E. ‘atz, agt. 
Louisville. Evening Post, Post, dy. Evening Post 
Co., pubs. Actual avevage for 1903, 26,964. 


Paducah, News-Democrat. Daily net av. 1903, 
2,904. Year end. June 30,04, net paid cir. 2,927. 


LOUISIANA. 


New Orleana, The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’03, 4,780, 


MAINE. 


Augusta, Comfort,mo. W. H. Gannett, pub. 
e average for 1903, 1,269,995. 


ngor. Commercial. Average for 1903, daily 


tT weekly 29,006, 
Dover, Piscataquis Observer. 
average 1903, 1,904, 
Lewiston. Evening Journ Journal, daily. Aver. for 
1903, 6,814(©0), weekly 1. 15,482 (© ©). 


3. ene Woods and and Woodsman,weekly. 
J. W. Brackett Co. Average for 1908, 8,041. 


Portland. Evening Expres Express. samous Sor 1908, 
daily 11,740, Sunday Telegram 8,090. 


MARYLAND. 
Baltimore, News. or. Evening News Pub- 
lishing Co. Average 1903, 44,582. For October, 
1904, 52,805, 


MASSACHUSETTS. 


Boaton, Evening Transcript(@@)(412). Boston’s 
tea table paper. Largest amou amount of week-day adv. 


Boston. Globe. Ascrage ge for 1903, daily, 195,+ 
one Sunday, 297.824. 
dvertisements go in morning and afternoon 
editions for one price. 


Actual weekly 


Boston, Traveler. Est. 1824, Actual daily av. 
1902, 78,852. In 1903, 76,666. For the first six 
months of, 1904, daily average, 88.81 

Reps. : Smith & hompson, N. Y. and Chicago 

East Northileta. . Record of Christian Work, 

Aver. for year end’g Dec, 31,1903, 20.250. 
Use Ni you want a strictly home circulation— 
that sticks. Puge rate $22.40 flat, pro rata, 

Gloucester, Cape Ann en ag Actual Crd 
average year ending 1904, 4,804 
aver. jirst six mos. 1904, tok, 6.24154 Saat 1904, 6.525. 


North Adama, Transerivt, even. Daily net av. 
1903, 5,267. Daily av. printed Oct., 1904, 6,105. 








18 


Pug Post, dy. Average 

». for October, 1904, dy. 219,721, sy. 179,268. 
yaaa daily circulation in’ New England. Sec- 
ond largest Sunday circulation in New England. 


The Boston Post: 


Has the Largest Daily Circu- 
lation in NewEngland. . . 


‘or 1903, 178,808. 


AND THE 
Second Largest Sunday Cir- 
culation in New England. . 


The actual number of complete copies of the 
Boston Daily Post and the Boston Sunday Post 
Faret each issue for the month of October, 
904, was as herewith stated : 




















OCT., 1904, DAILY. SUNDAY. 
1 221,840 
2.. 179,110 
3.. 222,700 
4. 221,600 
5.. 220,000 
~ . 219,600 
8 218,770 
9 179,330 
10 219,000 
ll 219,000 
12 218,030 
13 217,780 
14 217,410 
15 218,630 
16 180,000 
17 217,000 
18.. 220,500 
i. 216,100 
20 216,810 
21 218,130 
22 18,520 
23 178,850 
prt 000 
25.. 219,800 
%.. 218,340 
27.. 218.600 
28.. 218,400 
29.. 218,060 
30.. 179,025 
31 217,000 
Total, Th Fogo 
Post, 26 5,712,760 
Total. Thet Sunday 
Pe EE cecclecnesstnessa aaiina 896,315 





Daily Average, - 219,72I 
Sunday Average, 179, 063 


The above statement S correct, to the best of 

my knowledge and belief 
E. A. GROZIER, Publisher Boston Post. 

Nov. 2, 1904. 

Sostnstets,. Good Housekeeping,mo. Aver- 
age oa Tie 17%. No issue in 1905 less than 
200,000 copies. All advertisements guaranteed. 

Worcester. Evening Post, daily. Worcester 
Post Co. At verage for 1903, 11 11,711. 

Pre 1 opasion inion Yubli ue, daily (O©). 

e Jan., & paper in 
nite, States on Roll of Bonde: 
MICHIGAN. 

Adrian. Telegram, dy. D. W.Grandon. Av. for 
4908,8,912. Aver. ist. 4 mos. of 1904, 4,100. 

Fiint, Mic n Daily Journal. Aver. year end- 
June "10h, Gy GZ (xk). Av. for June, 6, $86 (3k). 

nd Rapids, Evening Press, dy. Average 

4903, aot saene aver. daily to Sept. 1, 1904. 

aigent Rapids, Furniture Record (@@). Only 
nal paper in its field. 

wer Rapids, Heraid. Average dail 
Ln 1903, 23.004.) rat six months 1904, AY Ret 187. 

‘Ondby morni ing and the only Sunday paper here. 








PRINTERS’ INK. 


Jackson, Press and Patriot. Actual daily 
average for 1903, 5,649. Av. Oct., 1904, 6,768, 


Kalamazoo, Gazette, daily, six mos. to Sept. 
ist, 10,144. Guarantees 4.500 more subscribers 
than any other daily paper published in city. 
Threemonths to September 18 r set, 10,289. 


Kalamazoo, Evening Tel Tel First six 
mos, 1904, dy. 9,881, 1, June, 9 ety ae 8.-w. 9,281, 


Saginaw. Courier-Herald Herald, daily, Sunday. 
Average 1903, 8,288; September, 1904, 10,888, 


Saginaw. Evening News, d o-*. Average for 
4903,11,815. October, 1904, daily 14,586. 


MINNESOTA. 


Minneapolis, farmers’ Tribune, twice.a-week, 
W.J. Murphy, pub. Aver. for 1903, 68,686. 


Minneapolis, Farm, Stock and Home, semi- 
monthly. so aerngs 1903, 78,854. First six 
months 1904, 79,500. 


_ Minneapolis, Journal, daily. Journal Print- 
ng Co. Average for 1903, 57,089. First 10 
-. # 1904, 68, 928. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, = 1903, salut ee 


Minneapolis, The 
monthly. Actual average 1903, 268, eee’ 
Minneapolis Tribune. W. J. Murphy, pub. 
Est. 1867. Oldest aaeneeue daily. 1903, 

2; last quart rter of 1903, 





mr] 





daily average, 72,88: 


wae 77,129; Sunday, 62, Sunday 

e Sa Fg 2 ag? ‘mouths of 1904 was 
65.5 5. ‘was 86 Sor_the first 
nine m year was $6,482. Duily 


y enanded ~ atelee 90,00 
i mepolts daily listed 
tn Rinoelt “in came La = 
rec rt arily 
(el lishes its circulation over a con- 
AN ‘od down to date in 
TEED ONOK, and publishes a 
—— statement in its own col- 
ns. The Tribune is the ree- 
ognized Want. ‘Ad Medium of Minneapolis. 
@watonna, Chronicle, semi-w’y. Av. for 
1903, 1.896. Owatonna’s leading newspaper. 
Present circulation, 2.100. 
St. Paul. Der Wanderer, with ag’l sup.. Der 
Farmer im Westen, wy. Av. for 1903, 10,500. 
St. Paul, Dispatch. ay. Aver, 1903, 58,044, 
Present average &%,6%4. ST. PAUL'S LEAD- 
ING NEWSPAPER. W’y aver. 1903, 78,026. 


&t. Paul, Globe, daily. rel ine publishers, 
Actual average for 13, 81,% 1908, 31,54 

St. Paul, News, dail “daily. Actual average for 
1908,85,816. B.D. Bu ». Butler, N. Y. and Chicago. 


St. Paul. Pioneer-Press, | Daily average for 
1903 84,298, Sunday 80,988. 

St. Paul, The Farmer, s.-mo. Rate, 35c. pe 
line, with discounts. Circulation for year ending 
June, 1904, 81.500. Present average, 85,000, 

*, Paul, Volkszeitung. situng. Actual a average 1903, 
dy. 11,116, wy. 28,414, Sonntagsblatt 28,408. 

Winona, Republican and cry daily. Aver- 
age year ending June, 1904, 4,126 


MISSOURI. 


Joplin, Globe, daily. Average 903, 10.5 
Oct., 1904, 12,507 Kate. Spscial Agent, NY. 

Kansas Clty, Journal, d'y ard w’y. Average 
Sor 1908, daily bo: 268, 68, weekly 188,725. 

Kansas Cit: World. dail daily. Actual average 
Sor 1903, 61,28 $e. B D. Butler, N, Y. & Chicago. 

Springfield, Sunny South, monthly. Actual 

average for 1903, 2 888. 8. 

St. Joseph, News and Press. Daily aver. for 

1903,80,418. Last 3 mos. 1903, 85,065. 

St. Loula, Medical Brief,mo. J. J. Lawrence, 
A.M., M.D., ed. and — Av. for 1903, $7, and 

St. Loula, Nationa nal Drugegist, mo. Henry 
Sot Editor and Publishes sirens for for’ yout, 
080% (© ©). astern office, 50 

o. Loula, Star. ~~ Actual daily qverage ae 
1908, 64,878. 

















PRINTERS’ INK 


St. Louis, The Woman's M ne, monthly. 
Women and home, Lewis Pup. m aver- 
age for 1903, 1,845,511. Actual proven aver- 
age for past 12 months 1,611,988. Every issue 
guaranteed to exceed 1,500,000 copies—full 

count. Largest circulation of any publication 


in the world. 
MONTANA. 


Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 

Butte, Inter-Mountain, evening. Sworn net cir- 
culation for 1903, 10.61%. Sworn net circu- 
lation from Jan. to June 30, 1904, over 14,000. 


NEBRASKA. 
Lincoln, Daily Star. Avnet cerene Sor 1903, 
11,165, September, 1904, 15,79 
Lincoln, Deutsch-Amerikan Farmer, weeny. 
Average year ending J June, 1904, 149,38 
Lincoln. Freie Presse, weekly. a es AS 
for year ending June, 194, 15%, 088. 
Lincoln, Nebraska Farm Journal. Monthly 
eee yeur ending August, 1904, 14,400 (3). 
maha, Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average Sor 1903, 29,084. 
Omaha, News, daily. Actual avera wr 1903, 
41,824. ‘B.D. Butler, New York and Chicago 
NEW HAMPSHIRE. 
Nashua, Telegraph, even., daily and weekly. 
Actuai daily average 8 months 1904, 2,800 sworn. 


NEW JERSEY. 


Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 8 mos. end, Aug., 31, 194, 8,229. 


Camden, Post-Telegram. Actual daily aver- 
age, 193, 5,798 sworn. Jan.,1904, 5,889. 


Reape Reporter, er, weekly. A Yt Jenkins, 
b. Actual average for 1903, 2,0 


aie, Observer, daily. proth average 
1902, 18,097 ; Sept., 1903, 22,751. 


Jeraey City, Evening Journal. Arerage for 








1903,19,012. First six months 1904, 21,02 
Newark, Evening News. Evening News Pub. 
Co. Av. for 1903, daily 58.896, Su y16,291. 


Newmarket. Advertisery’ Guide,mo. Stanley 
Day, publisher. Average for 1903, 9,125 

Red Bank, Kegister, weotty. Est. 1878. John 
H.Cook. Actual average 1903, 2,9¢1. 

Waxhington, Star,wy. Sworn av.’03,8,759. 
Sworn aver. for year ending Sept. 1, ’04, 8,904. 


NEW YORK. 
Albany, Journal, evening Journal Co, Daily 
averuge for September, 21,656. 
Albany, Times-Union, every evening. Establ. 
1858. Average for first three months 1904, 29,626. 
Batavia, News, eveuing. Average 1903, 
6,487. Six months, 1904, 6,310. 

Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 194, 18,210, 
rin ee Courier, morn.; Enquirer, even, W. 
J. Co Aver. for 193, morning 50,882, 

coentag ‘38, O82; Sunday average 68,586. 
Buffalo, Evening News. Daily average 1903, 
79,408. First 3 months 1904, 85,949. 
Catakill, Recorder, weekly. Harry Hall, edi- 
tor. 1903 av., 8,408. Av. August, 1904, 8,659. 
Cortland, Democrat, Fridays. Est. 1840. Aver. 
1903, 2,248. Only Dem. paper in county. 


Lyona, Republican, established 1821. Chas. H. 
Betis, editor and prop. Giranlation 1608 903, 2,821. 
Mount Vernon, Daily Argus. Average 1903, 
2,989. Westohester 7 County's le leading paper. 
Newburgh, News, dai Av. for 1903, est, 
4,000 more than News deity. Ag E Fcrecabieed 
New York + mi 
Machinist, w’y, machine construc. 
European edition.) vs 1903, 20,475. 
Army & Navy Journai 363. Weekly arer. 
i903, 9.026( ). cnt ceetaton (May 7) 
415. W.C. & F.P. Church, Pubs. 








American 
(Also 
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Automobile (The), bong Y epytizen Building. 
Average circulation 1903, 1 


Baker’s Review, month] os B. Grego Co. 
publishers. Actual ont Sor 1903, 4450. 
Average for last three months 1903, 4,700. 

Benziger’s Magazine, family monthly. Ben- 
ziger Brothers. Average for 1903, 29,208 copies. 

Clipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) (689). 

Dry Goods, month] Max Jagerhuber, pub- 
lisher. Actual ceereae Sor 1903, 4,86 6. “ 

El Comercio, mo. Spanish export. J. Shep- 
ard Clark Co. Average for 1903, 6,667. 

Electrical Review, weekiy. Electrical Review 

b, Co. Average for 19 1903, 6.835 (OO). 

Elite St les, monthly, 1 Purely fashion. . Actual 
average Jor 1903, 62. 

Engineering News. A weekly journal of civil, 
mechanical, mining and electrical engineering. 
Average circulation 1903, 12,642 (© ©). 








Forward, daily Forward Association, Aver- 
age for 1903, 48,241. 
Four-Track fore, monthly. Actual av. paid 


for six months ending se eee coe a 98,884. 
October edition guaranteed 1 tee 


Haberdasher, mo., -. . est. 1881, setunt nl ooanate 
1908, 7.166. Binders’ rit 1 Ohiee 
receipts distributed mon 'y to adams. 


Hardware Dealers’ Magazine, morthly. 
In 1993 no issue less than 17.000 (©). 
D. T. MALLETT, Pub., 253 Broadway. 


Junior Toilettes, fashion monthly. Max Jaeger- 
huber, pub. Actual averuge 1903, $6,540. 


Leslie’s Weekly. Actual aver. year end. A 
1904, 69,077 (3). Pres. av. over 75,000 week y. 


Leslie’s my yy! a, New York. Arera 
circulation for t 12 mene es 11 
Present average - Mon 257,60 Novem- 
ber number guaranteed 800,000. 


Music Trade Review, music trade and art week- 
ly. Average for 1903, 5.588. 

National Provisioner, weekly. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402, 


New Thought, monthly. 27 F. 22a St., New York. 
Sydney Fiower, publisher. Number of copies and 

vertising rates given each month on first page 
reading matter. Sample copy free for the aski: 
Worth examination. NEW THOUGHT has ma e 
money for all its advertiners. Discount to 
agencies, 25 per cent from published rates. Aver- 
age for 1903, 104,977. 

Printers’ Ink, weekly. journal for advertis- 
ers, $5.00 per year. Average for 1903, 
11.001. ae Sor aa months ending June 
30, 1904, 12,808, . 


The Ladies’ World, mo.. peels. Average 
net paid circulution, 1903, 430.1 


The People’s Home Journal, 515.250 monthly, 
Good Literature, 454,888 monthly, average cir- 
culations for 1w3—all to n-advance sub- 
scribers. F. M. Lupton, isher. 


The Wall Street Journal. Dow, Jones & Co. 
publishers. Daily average for 1903, 11,987. 

The World. Actual aver. fo Sor 1903, Morn., 278, 
607, Evening, 857,102. Sunday, 888,650. 

Toilettes, fashion, monthly. Max Jagerhuber 
publisher. Actual average Sor 1903, 61,800. 

Roeheater. Case and Comment, mo. Law. Av. 

Sor1903, 8V,000 ; 4 years’ average, 80,186. 

Schenectady, Gazette, daily. A. N. Liecty. 
Ave for 1902, 9,097, Actual average for 
1903, 11,628. 

Syracuse, Evening Ilerald, daily. Herald Co., 
pub. Aver. 1905, daily 88,107, Sunday 88,496. 

Utiea, National ‘Electrical Contractor, mo. 
Average for 1903, 2,708. 

Utien. Press, daily. Otto A. Meyer, publisher, 

Average for 1903, 14,004, ¥ 

W arsaw, Western New Yorker, weekly. Aver- 
ase Sor 1908, 8,808, In county’ of 32,000 with 
no vy. 





























20 





NORTH CAROLINA. 
Charlotte, Chesrver. Herth Caretine’ a He 
acne . daily av. 6 
Sunday, Get ian weekly, 3, S00. “Finet three 

months 1904,6,578 

Rinabeth City, ‘ar Heel, weekly. Actual 

average 1903, 8,500. Covers ten cuunties. 

on h. Biblical Recorder. weekly. Arerage 
1903, 8. ‘St2. First fire months 1904,10,166. 
NORTH DAKOTA. 

Grand Forks, Herald, dy. av. for April, 1904, 
5,862. Will guar. 6. ooo Sor year. N. ‘Dakota’s 
BIGGEST DAILY. La Coste & Maxwell N.Y. Rep. 

Grand Forks, Normanden, ,weekly.Av. a 903, 
5,451. Guar. 6,700 after November ¢ 

OHIO. 

Akron, Beacon Journal. Average 1903, 8,208. 
N. Y., 523 Temple Court. Av. urt. Av. Sept., 1904, 9,642. 

Cleveland, Plain Dealer. Dealer. Est. 1841. Actual 
hg average 1908, 66,445 ; Sunday, 60,759. 

Oct., 1904, 85,028 ‘daily ; laily ; Sunday, 70,718. 


Dayton Daily News 
Guaranteed 
Circulation 


For six months ending August 31, 1904, was 
19,034 copies per issue. Certified by 
Advertisers Bureau of Circulation Ex- 
aminers. , 
Larger circulation than other three Dayton 
dailies aie Write it in the contract. 
Ma eld, Daily ‘News. Act. 
June 30, = 4,280(%). First 6 First é mos. 04, SBaCh). 
Springfield, Press ‘Republic. Aver. 1903,9,2 
April, ‘04, 10,155. N.Y. office, 523 Temple Court, 
Washington Court Mouse, Fayette Co. 
Record, weekly. Actual average 1903, 1,775. 
Youngstown, Vindicator. D’y av.’03,11,009 
LaCoste & Maxwell, N.Y., Eastern Reps. 
Zanesville. Signal, daily, reaches S. E. Ohio. 
Guarantees 5,000. Average six mos. 1904, 5,814. 
Zanesville, ‘times-Recorder. Sworn av. Sept., 
1904. 9,875 (%). Guaranteed double nearest com- 
petitor and to exceed combined competitors, 


OKLAHOMA. 
Guthrie. Oklahoma Farmer, weekly. Actual 
average 1903, 28,020. 
Guthrie, Oklahoma State Te apone dy. and wy 
Aver. for 1903, daily 20,0 + weekly 25.014. 
Year ending July 1, ’03, dy. he 868; wy. 28,119, 


Oklahoma City. The Oklahoman. 1/903 aver., 
5,816; Oct.,’04,8,802. E. Katz, Agent, N.Y. 


OREGON. 
Portland, Evening Telegram. dy. (ex. Sun.). 
Sworn cire’n six nontheonding June 30, 21,148. 
Portland, Oregon Daily Journal. Actual aver- 
age for first ten months 1904, 14,760. Actual 
average October. 16,016. 


PENNSYLVANIA. 
Cheater, Times, ng dy. Average 1903, 8,187: 
N. Y. office, 220 B’way. F. R. Northrup, Mgr. 


Erle, People. weekly. Aug. Klenke, Mgr. 


Average 1903, 8,088. 
Erte. Times, daily. Arerag Average for 1903,11,208. 
October, 194,14,819. E. Katz, Sp. Ag., NY. 
Philadelphia, American Medicine. w Av. 
for 1902. 19.827. Av. March, 1903,16,82 
Philadelphia, German Daily iadien 
tirculation first six mos.1904, daily 45,042, sn 
fay 87,268. Sworn statement. Cir. boo 
Philadelphia, Press. Av. circ. over pies = 
Jaily. Net average for October, 1904, 118, 149. 


[terry sg] Sunday School Times, weekly. 
Average for 1! 1¢ n2. 961. ag for rates to 
Re! 














PRINTERS’ INK. 











Philadelphia, The Groce Actual 
average year ending g August, Ton he icy 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN for each day in the 
month of Detobar. vrai 


GUAA 
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a7... 
18. 
19, 


20 

21, 
22. 
23 
2 
2E 





26 .. 
27 
28. 
29. 
30 


31 





y 
Total for 26 days, 4,876,029 copies. 
NET AVERAGE ~— OCTOBER, 


187,539 copies per day 


’s circulation figures are net; 
ali'de v thovens 9 unsold, free and returned copies 


have been omitted. 
Wm. L. MCLEAN, Publisher. 
Philadelphia, Nov. 7, 1904. 


In Philadelphia Nearly Every- 
body Reads THE BULLETIN. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


October Circulation 


The following statement shows the actual cir- 
culation of THE KVENING TELEGRAPH for each 
day in the month of September, 1904: 





10.. 





ete Ree TOI G. ooo icsvdeevewssssisecccses "3.645,440 
NET AVERAGE FOR OCTOBER 


140,209 copies per day 


BARCLAY 8. WARBURTON, President. 
Philadelphia, Nov. 1, 1904. 


Pitteaburg, Labor World, wy. Av. 1903, 18,« 
088. Reaches best paid class of workmen in U.S. 


Williamaport, Grit. America’s Greatets 
Weekly. Net — average 1903, 181,868, Smith 
& Thomp Keps., New York ‘and Chicago. 
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Philadelphia, Faria Journ], mouthiy. Wil- 
mer Atkinson Company, publisners. Average 
for 19, 544.676. Printers’ Ink awarded 
the seventh sugar Bow! to Farm Journal with this 
inscription : 

: ~ warded June 25th, 1902, by 
* Printers’ Ink, ‘The Little 
** Schoolmaster’ in the Art of 
“ Advertising, to the Farm 
“Journal. After acanvassiug 
“of merits extending over a 
“periol of half a year, that among all 
“those published in the United States, has been 
“ pronounced the one that best serves its purpose 
+‘as as educator aud counselor for the agricultu- 
“ral population, and as an effective and economi- 
“cal medium for communicating with them, 
“ through its advertisitg columns.” 


In Pittsburg, Pa., the Post is 
the on newspaper which pos 
sesses the guarantee star, which 
Atay sicnifies that the publishers of 

AN the American Newspaper Direct- 

aa) ory will pay one hundred dollars 

forfeit to the first rson who 

successfully controverts the ac 

curacy of the Post's latest circulation state- 

ment as given in the 1904 issue of the American 
Newspaper Directory. 


Pottsville. Evening Chronicle, Official county 
organ. Duily average ‘3, 6,648, 









West Chester. Locai News. daily, W. 4H. 
Hodgson. Average for 1905 15,168, 


York. Dispatch, daily. Dispatch Publishing 
Go. Average for 1903, 8,108. 


RHODE ISLAND. 
Providence, Daily Journal, 16,185 (@O). 
Sunday, 14 92 (©). Evening Bulletin 86,886 
averuye (93. Providence Journal Co., pubs 
Westerly, Sun. Geo. H. Utter, pub. Average 
1903,4,388. Only daily in So, Rhode Island, 


SOUTH CAROLINA. 

Charleston, Kvening Post. Actual dy. aver. 
for third 3 months 1904, 8.974, 

Coinmbia, State, daily, State Co., publishers, 
Actual aver. for 1105, daily, 6.568 ( yg send, 
weekly. 2,015; Sunday, T.705. Actual aver 
for September, 1904, daily 8,649, Sunday 9,902, 


TENNESSEE. 

Lewisburg, Tribune, semi-weekly. W- M. 
Carter. Actual averuge ‘93, 1,201. 

Memphis, Commercial Appeal, daily, Sunday, 
weekly. Average 1903, daily 28,989, Sunday 
88.080, weekly 77,821 (964), /st 6 months, 1904, 
daily 38,447, Sunday 45,898, weekly 88,109. 


Memphis, Morning News. Actua! daily arer 
age for 1903, 17,594. For six months ending 
June, 1904, 21.589. 

Nashville, Banner, daily. Aver. for year 193, 

772. Six months 1904, 20.851. Only Nash- 
ville dailyeligible to Roll of Honor. 


Nashville, Progressive Teacher and Southw’n 
School Journal,mo. Average for 1903, 9,500. 


TEXAS. 
Denton, Denton Co. Record and Chronicle, 
wy. W.C. Edwards. Average for 1903, 2,689. 


El Paso, Herald. Dy. av. 1903, 8,265; April, 
1904, 4,284. . Merchants’ canvass showed Herala 
in 80 per cent of El Paso homes. Only El Paso 
daily paper eligible to Roll of Honor. 


Paris, Advocate, dy. W.N. Furey, pub. Act- 
ual averuge, 1903, 1.8 a 


VERMONT. 
Barre, Times, daily. F. F. langley. Aver. 1903, 
2,710. Five months in (04, 8.062. 


Burlington, Free Press. Daily av. ’03, 5.566. 
81-2 mos, to Sept. 15, 6.84. At present 6.900. Ex- 
amined by Association of American Advertisers. 


Burlington, News. Jos. Auld. Actual daily 
average 1903, 5,046, sworn av. Aug., 904, 6,161. 


VIRGINIA. 

Norfolk, Dispatch, daily. Sworn average for 
1902, 5,098 ; for 1903, 27,4823 February, 8,448; 
March, 9,241. 

Richmond, News Leader, every evening ex 
— Daily average February 7, 1903, to 
February 1, 1904, 27,414. The largest circula- 
tion between Washington and Atlanta. 
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Richmond, Times-Dispatch, morning. Actual 
daily average six months ending June, 1904, 
19,618 High price circulation with no waste 
or duplication. In ninety per cent of Richmond 
homes. The State paper. 


WASHINGTON. 
Seattle, Times. Actual aver. circulation 4s- 
6 months 1904, daily $6,348. Sunday 48,679. 
By far largest daily and Sunday in State, 


‘Tacoma, Ledger, Dy. av. 1903, 12,7173 Sy., 
15,615; wy., 8,912. Average 6 mos. 14, dy., 
14.872; Sy., 18,294; wy., 9,501. 8. ©. Beck: 
with, rep., Tribune Bldg., N. Y. & Chicago. 


WEST VIRGINIA. 
Parkersburg, Sentinel, daily. R. E. Hornor, 
pub. Average for 1903, 2.801 (1054), 


Wheeling, News. Daily paid cirewn 9.707. 
Sunday paid circw’n 10,829. For 42 months up 
to April /, 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 


WISCONSIN. 


La Crosse, Chronicle. Daily average year end. 
June, 1904, 5,885 (3). Aver. June,/w4, 6,671. 


La Crosse, Leader-Press evening. Actual 
average 1903,5,590,. Average June, 14, 6,108. 


Milwaukee, Evening Wisconsin, d’y,. |\-vz.Wis- 
cunsin Co, Average for 1903, 21,981; December 
1903, 25,090; september, 1904, 26,540 (© ©). 

Milwaukee, Germania-Abendpost, dy. Av. for 
year end’g Feb.,'04, 28,876; av. Feb.,’04, 24,308, 

Milwaukee, Journal, daily. Journal Co., pub, 
Av. end, June, 1904, 86,016. June, 1904, 86,370, 

Oshkosh, Northwestern. daily. Average for 
1903, 6,488. First six months 1104, 7,228. 

Racine, Journal, dai'y. Journal Printing Co, 
Average for 1903, 8,702, 

Racine, Wisconsin Agriculturist, weekly. Es 
tablished 1877. Aver. for 1903, 88,181. First 4 
months 1904,86,754. Advertising, $2.80 per inch 


“a WYOMING. | 

Sheyenne, Tribune. Act daily average for 

1903, 2709. F res agi 
Rock Springs, Independent. Weekly average 

Sor 193, 1,055. First eight months 1904. Lose, 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W.C. Nichol, 
publisher. Arerage for 1903, 5,888; 
September, 14, 7,920. 


Victoria, Colonist, daily, Colonist P. & P. Co, 
Average for 1903, 8,695; June, 1904, 4,808. 


MANITOBA, CAN. 
Winnipeg, Der Nordwesten, Western Canada’s 
German bewspaper, covers the eatire German 
speaking populution—its exclusive field. Aver 
age for 12 months ending June 30, 1904, 10,798. 


Winnipeg, Free Press, daily and weekly. Av. 
erage for 1908, daily, 18%,824; weekly, 18,908. 
Daily, October, 1904, 26,287. 


NEW BRUNSWICK, CAN. 
St. John. Star. Actual daily average for 
September, 1904, 6,806, 


NOVA SCOTIA, CAN. 


Walifax, Herald (© @) and Evening Mail. 
Sworu circulation exceeds 16,000. Flat rate. 


ONTARIO, CAN. 
Toronto, Canadian Implement and Vehicle 
Trade. monthly Arerage for 1903, 5.875. 


Toronto. Star, daily Average first nine 
months 1104.80,260. Average October, 82.416. 


Toronto, The News (independent), evening‘ 
daily. Aver. first nine months, 1904, 82,187 (3k). 
Average for September, 85,084 (sk). 


QUEBEC, CAN.: 
Montreal, Herald, daily. Est. 1808. Actual 
average for 1903, 22,515. 
Montreal. La Presse. Treffle Berthiaume, pub- 
lisher. Actual average 1903, daily 72,894. 
Average April, 1904, 80.116. 


Montreal. Star, dy. & wy. Graham & Co. Av. 
for’03, dy, 55.127, wy. 122.269 (1145). Six mos, 
end. May 31, '03. dy. av. 55.147. wy. 122,157, 
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THE WANT-AD MEDIUMS. 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








ARKANSAS, 
HE Oy GaZETTE, Little Rock, estab- 
lished 1819. Arkansas’ leading and most 
— Boy &, newspaper. Ave nine 
30, 04, 8,784 oo The 
~p—~ be circulation of any Arkansas 
daily newspaper. 
The GAZETTE carries more Want ads than all 
other Arkansas papers combined. Rates, ic. a 
word. Minimum rate 20c. 


CALIFORNIA, 
J E Tres prints more “Want” and otherclas- 
sified Mt pny mn than the other five 


mont 





newspapers in |.os Angeles combined. It is the 
medium for the exc! e of pemmneretnl intelli- 
wmmece — the whole Southwe 

Rate—ONE CENT A WORD FOR EaCH IxaEnrion $ 
minimum chasye cents. Sworn daily average 
for year 1903, 36,656 copies. Sunday ulation 
regularly exceeds 51.000 copies. 

COLORADO, 


‘HE Denver Post, Sunday edition, Nov. 6,1904, 
contained 3,523 want ads, a total of 86 3-16 


the Rocky Mountain 
advernsing in the Post is five cents per line 
each insertion, seven words to the line. 
CONNECTICUT 
ERIDEN, Conn., RECORD covers field of 50,000 
population; working people are skilled 
mechanics. Classitied rate, cent a word a day, 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a day. 


DELAW ARE, 
her people use the EVENING JouR- 
‘AL for “Want ads.” ee advertisers 
ean safely follow the home example 


I* Delaware the only daily paper that guar- 
Rote circulation is “* Every Evening.” It 

rries more classified advertising than all the 
other Wilmington papers combined. 


DISTRICT OF COLUMBIA, 
‘(HE Washington, D. C., EVENING STAR (OO) 
carries DOUBLE the number of WANT ADs of 
any other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEO KG! 7 A. 
HE Atlanta JOURNAL carries three times as 
many Wants as its «chief competitor. 


TS Augusta CHRONICLE is the Want adver- 
Gat! tising medium for the western half of South 
lina and the eastern half of Georgia. 


ILLINOIS. 
EORIA (Ill.) JouRNAL reaches over 13,000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


‘ie Chicago DaILy News isthe city’s “Want 

ad” directory. lt oe during the year 
1903 10,781 columns  & lassified” advertising, 
consisting of 634,626 in dividual advertisements. 
Of these 205,556 were transmitted to the DaILy 
NEws office : telephone. No free Want ads are 
published. e DaILy News rigidly excludes all 
Oe teeticenble advertisements. ‘‘Nearly every- 
body who reads the — language in, around 
or about Chicago reads the DAILY NEWS,” says 
the Post Office Review. 


INDIANA. 
HE Marion LEADER is recognized as the best 
result getter for want ads, 


ERRE HAUTE Stak carries more Want ads 
than all other ‘erre Haute dailies. 


NDIANAPOLIS Star since January first has 

more than doubled the volume of its Classi- 

fied advertising. On Sunday, April 10, the StaR 
earried more than two full pages of Want Ads. 


HE Indianapolis News during the first six 
months of 1904 printed 66,240 more classified 
advertisements than C other dailies of Indian- 
apolis combined, print — i total SA 137,217 sep- 
arate paid Want ads du ng that tim 


Many oth STAR carries more ioe ads than 
in’ other Indiana_ morning newspaper, 
the exception of the Indianapolis Star. 











IOWA. 

(HE Des Moines CaPITAL larg. 
est circulation in the city of Dee Moines ky 
daily newspaper. It is the want ad med 

of lowa. Rate, one cent a word. the 4 

J I a i: ‘s aed six evenings a week. 

= _ nisi 
ENTUOKY. 


TS E ounien DAILY INQUIRER carries more 

Want ads every week than any other Owens- 
boro newspaper carries in any month. Eighteen 
words one week, 25c. 


MAIN E. 
THE Bangor DaILy NEws, of Bangor, Me, best 
Want adv. medium; 4 lines 10c. per i ssue, 


7 EVENING Express carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
‘(HE Baltimore News carries more Want Ads 
than any other Ba/timore cally. lt is the 
recognized Want Ad medium ot timore. 


MASSACHUSETTS, 
f.HE Brockton (Mass.) Damy ENTERP' 
carries more than a solid page of “Want? 
ads—30 words 5 days, 25c. Copy mailed free. 


T HE Boston TRAVELER publishes more Want 

advertising than any Other exclusively even- 
ing paper in its field,and every advertisement 
is paid for at the established rates. 


"\HE Boston EVENING TRANSCRIPT is the lead 

ing educational medium in New England 
It prints more advertis ements of schools and in 
structors than all other Boston dailies combined 


'I\HE Boston GLOBE, daily and Sunday, carries 

more “want” ads than any other paper in New 
England because it brings results to the adver- 
tiser. During the first six months of 1904 the 
Boston GLOBE printed 213,506 paid “cantar? 
which was 81, a than appearea in any 
other Boston pai Every “want” ad was pai 
for at the regular recard rate, and there were no 
deals or discounts, 


MICHIGAN. 
G4 AW CoURIER-!.ERALD (daily), only Sun- 
day paper; result getter; circulation 19,500; 
le. word; Ke. subsequent. * 


MINNESOTA, 
‘WHE Sr. Pauw DispatcH is the leading “Want” 
medium in the Nort read and relied 
ipon by everybody in its city and territory; 
more paid circulation than the other St. Paul 
dailies combined; brings replies at smallest cost. 
Circulation 1903—53,044 ; now 57,624. 


IGURES that prove that The Minneapolis 

JOURNAL carries the most ‘Want Ads” of any 
daily newspaper in the Northwest: 

Nearest Daily 


Minneapolis 

Journal. Competitor. 
For year 1903, 2,980 cols. on cols. 
10 months 1904, 2,978 * 1,840 * 


HE_MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis and has 

been for many years. It is the oldest Minne- 
apolis daily and has over 88,000 subscribers, 
which is 25,000 each day over and above any 
other Minneapolis daily. Its evening edition 
alone has a larger circulation in Minneapolis, by 
many thousands, than any other evening paper. 
It publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day), no free ads; price covers both 
morning and evening issues. No other Min- 
le daily carrie 8 any where near the num 





ber of id Wanted advertisements or the 
amount in volume. 
MISSOURI. 


se Joplin GLope carries more Want adg 
than all other papers in Southwest Missouri 
combined, because it gives results. 
word, Minimum, lie. 


HE Kansas City JOURNAL (every paeten | 
including Sunday), one of the recognize 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sunday: 7 to 10 columns 
daily. late, 5 cents a nonpariel line. 
NEW JERSEY. 
LIZABETH Datvy JouRNAL covers population 
of 95.000. Largestecirculation. Brings ree 
sults. Only “ Want” medium, Cent a word. 


One centa 
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NEBRASKA, 

HE Lincoln Daly Stak, the best ‘Want Ad” 
T me jium at Nebraska’s capital, Guaran! 
circulation exceeds 12,000 daily. Rates, 1 cent 

r word. Saturday rate. 15 words oy. 
Stimes, 15 cents, cash. DAILY Stak, Lincoln, Neb. 
NEW YORK. 

I[ HE Post Exranes is the best afternoon Want 
Y leew Watertown DaILy Trmks publishes Want 
ads for all Northern New York. 

LBANY EVENING JOURNAL, Eastern N. Y.’s 

best paper for Wants and classified ads. 
pat ARGUS, Mount Vernon, N Y. Great 
est Want ad medium in West County. 








iw Binghamton the LEADER carries Jango t- 
ronage; hence pays best. BECKWITH, N. Y. 


tt aes NEWS with over 87,000 circulation, 

is the only Want Medium in Buffalo and the 
grongens Want Medium in the State, outside of 
New York City. 


i inn E TimEs-UNION, of Albany, New York. Bet- 

ter medium for wants and other classified 
matter than any other paper in Albany, and 
guarantees a circulation greater than all other 
daily papers in that city. 


)RINTERS’ INK, published weekly. The rec- 
ognized and leading Wantad medium for 
want ad —-, —_ order oomenes, aaverts 
ing novelties, printing. eer n circulars, 
rubber stamps, office devices. adwriting, half- 
tone making, and practically anything which 
interests and ap to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat ; six words toa line, Sample 
copies, ten cents. 


Oro, 
r Zanesville the TrmES-RECORDER prints twice 
as many Want ads as any other paper. 


HE Zanesville S1GNAL reaches 64 townsin 8. E. 
Ohio, also 68 rural routes; 4c. a word net, 


OUNGSTOWN VinpicaToR—Leading ‘Want’ 
medium, le. per word. Largest circulation 


D A\YTON (0.) News always leads in Want ads. 
One cent per word per insertion. Largest 
circulation. 


‘[\HiE_ MANSFIELD NEws publishes daily more 
Want ads than any other 20,000 population 

newspaper; 20 words or less 3 consecutive times 

or less, 25c.; one cent per each additional word. 


OREGON. 

Ts Portland, Oregon DAILy JOURNAL, every 

evening and Sunday morning, carries more 
“want ads” than all the other evening papers 
in Oregon combined, including its afternoon 
Portland on yeas ota & Rate :5 cents a line 
each insertion—seven insertions, including the 
Sunday JOURNAL, for the price of five. 


PENNSYLVANIA. 

HILADELPHIA, THE F-VENING BULLETIN— 
Want ads in THe BULLETIN pay, because it 
goes daily into more Philadelphia homes than 
any otker medium. In Philadelphia there are 
about 230,000 homes. THE BULLETIN’s circulation, 
which during the month of August averaged 
185,017 copies per day, net paid (see Roll of 
Honor), goes each evening into a majority 
of these homes. In Philadelphia nearly every- 
body reads THE BULLETIN. THE BULLETIN will 
hot print in its classified columns advertisements 
of a misleading or doubtful nature, those that 
carry stamp or coin cleuses, nor those that do 

not offer legitimate empioyment. 








WHEN IN DOUBT FOLLOW THE WANTS. 


German Daily Gazette 


PHILADELPHIA. 


Sworn daily 48 942 
5 


circulation 
The GazeTTE is # recognized German 
WANT ad medium, carrying over seven 
columns daily. 
General advertisers should always in- 
clude this paper in their Philadelphia ap- 
propriation. Our customers never leave us. 
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ILKES-BARRE (Pa.) Times. Circulation over 
11,000 daily. Classified rate, 5 cent a line. 


TT Chester, Pa., Times carries from two to 
five times more classified ads than any 
other paper. 


on OKLAHOMA, 
OKLAHOMAN, Okla. City, 8,318. Publishes 
T more Wants than avy four Okia. competitors. 


— TENNESSEE. 
ORNING NEWsS—most nd pa- 
M Hay the Memphis territory. vi culation 
exceeding 23,000. Carries 14 columns classified 
advertising Sunday issue. Rate, 5 cents per line. 


VERMONT. 
HE Darton DaiLty News is the popular 
aper and the Want medium of the city. 
Reaches twice as many people as any other an 
carries more Want aas. Absolutely necessary to 
any advertiser in Burlington territory. 
VIRGINIA, 
HE News LEADER, eee every afternoon 
A except Sunday, Richmond, Va. 1 
circulation by long odds (27,414 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WASHINGTON, 
HE Tacoma _ LEDGER, Daily and Sunday, car- 
ries more Want ads than all the other news- 
papers in Tacoma combined. 


O paper of > aac Want 
per of class carries as mi ‘ant 
N ads as the EVENING TELEGRAM, of ‘Superior, 

Wisconsin. 


PB ny GAZETTE, daily and _ weekly, 

reaches 6.500 subscribersin the million dol- 
lar Wisconsin tobacco belt, the richest section 
of the Northwest. Rates; Want Ads—daily, 3 
lines 3 times, 25c.; weekly, 5c. line. Big results 
from little talk. 


T HE MILWAUKEE SENTINEL not only leads its 
A field in both display and classified, but car- 
ried more than one-half of all the classified car- 
ried by the five Milwaukee evening and morning 
papers combined. 

Daily, 7c. per line; Sunday. 
on contracts. SENTINEL CO} 

Ss. 








10c. per line; lower 
PANY, Milwaukee, 


CANADA, 
[HE Halifax HERALD (©©) and the Mair—Nova 
Scotia’s recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 

tion in Cansda. (Daily 80,000, Saturdays 

100,000.) Carries more want ads than any French 
newspaper in the world. 


(PHE DAILY 'TELKGRAPH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada. ant ads ove cent a word. 
Minimum charge 25 cents. 


THE Toronto DaiLy STAR is necessary to any 

advertiser who wants to cover the Toronto 
field. Carries more general advertising than 
any other Toronto paper. Sworn daily average 
circulation, October, ’04, 32,416. 


hier Montreal DaILy STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEMLY STAR carries more W ant advertisements 
than any other weekly paper in Canada. 


PARTICULAR feature of the Toronto EVEN- 

ING TELEGRAM’s classified advertisements 

is that they are all true to their headings; there 

are no fake, improper or doubtful advertise- 

ments accepted. This gives the public perfect 

confidence in them, and next to the large circu- 

lation is perhaps the greatest reason why they 
bring such splendid results to the advertisers. 


Ts Winnipeg FREE PRESS carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature th«n are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FRRE PRESS car- 
ries a larger volume of general advertising 
than any other daily saper in the Dominion. 


BRITISH COLUMBIA. 
HE Victoria CoLontst covers the entire prov- 
ince of British Columbia (branch office in 
Vancouver). More “WANT” ads appear in the 
Sunday (OLONIST then in any other paper west 
of Winnipeg. One cent a word each issue. Sam- 
ple copies free. 
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Rowell’s American 
FOR 


thirty-seventh year of consecutive publication, is about to 
November 9, 1904, entitled “About Newspaper Directorie 
the directories published in the country, and if you will r 
interesting as they are accurate. The facts set forth might 
directories it will be most profitable for him to be chiefly repr 
paid advertisement, wherein he may advantageously set forths 
it would be of advantage to him to present forcibly to the at 
mation about the best advertising medium. 

Rowe Lt’s AMERICAN NEwSPAPER D1RECTORY is, and} 
from any advertising agency. It is, and purports to be, a Ne 
advertising in it do so upon its merits, and not in the expecta 
the purchase or advertising order. The book is sold for cash 
cash basis and no other. 

I will, in a later communication to publishers, deal mo 

What is foremost in my mind to-day, is the hope a 








alone, without deals, swaps or exchanges of any sort, may gai 
was with a view of obtaining the active co-operation of pill 


many of them. 


As the manager of the next edition of Rowe v’s Ai 


closer to the responsible and honorable publisher, and whilet 
integrity of his purposes will remain unchanged, I realize the 

If you are one who is ready and willing to meet mys 
may have to say in advising, or informing me, shall receiver 


Respet 


10 Spruce Street, New York City 
November 16, 1904. 
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vewspaper Directory 
RIIOS 


; to ulfergo the annual revision. An article in Printers’ INK for 
ctoriss isa summary of the comparative value and standing of 
vill refthe article carefully you may find the conclusions just as 
night Ho have a tendency to convince a publisher in which of all 
y repranted, either with a correct figure circulation rating, or with a 
forth@gh interesting and valuable facts about his paper as he believes 
the attdRion of those advertisers who consult the Directory for infor- 














and hibeen of late, conducted absolutely independent and separate 
a Newfaper Directory and nothing else. Newspapers buying it or 
pectaia of advertising favors to come to them in consideration of 
cash ij, and whatever advertisements will appear are accepted on a 


il morgxclusively with this proposition. 










pe aifpelief that a newspaper directory conducted upon its merits 
ay gailfhe undivided good-will and support of honest publishers, It 
of pulghers that I was prompted to address this communication to 
’s Aiican Newsparer Directory, I feel the necessity of getting 
hile tiBtrictness of Mr. Rowell’s principles and _ the time-honored 
e the@irability of having the publishers’ support and co-operation. 
- mys@pestion, I would be glad to hear from you, and whatever you 


ive miereful attention, to say the least. 
espeiigly yours, 


eg 


Manager The Printers’ Ink Publishing Co. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


vee 

t@ Issued every Wednesday. Subscription 
price, five dollars a year,inadvance. Ten cenisa 
SE sarue plates te is atvays pomibie 60 suprly 
stereo! s always le to supply 
back members if wanted in lots of 500 or more. 

ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch (3); 200 lines to thepege ($40). 

For § ion selected by the adver- 
tisers, if granted, douple price is demanded. 
On time contracts last copy is repeated 
when new copy fails to come tohand one week 
in advance of of publication. 

Contracts by the month, quarter or year, may 
be byenary y at ~ pleasure of the advertiser, 

‘or rata. 

“ive lines aT? vertisement taken. Six 


Two lines smallest 
words make a line. 
hing appearing as reading matter is in- 
se ree. 
All advertisements must be handed in one 
week in advance. 


Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 





Cuar.es J. Z1NGG, 
Editor and Manager, 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,EC 


NEW YORK, NOV. 16, 1904. 


A PLEASING LETTER. 
“THe NorFoLtk DIspATCH.” 
James M. Thomson, Editor and Mgr. 
NorFo.k, VA., Oct. 28, 1904. 
Editor of Printers’ INK: 

I appreciate very much the compli- 
mentary notice that you made in your 
Bankers’ Edition of Dispatch bank ad- 
vertising. I also appreciate as a news- 
paper publisher the spléndid work that 
you are doing in the interest of en- 
larging the advertising field, and believe 
that in this you should receive the co- 
operation of every newspaper in the 
country, as we are the chief beneficiaries 
of your work. 

I should like to reciprocate what you 
have done for us by helping PRINTERS’ 
Ink in Norfolk and shall be pleased in 
addition to publishing the complimentary 
notices that we make from time to time 
of your publication, to reproduce the 
double page advertisement which you 
are running on the subscription price of 
Printers’ INK, offering that paper for 
$2 cash per year. If you send us a 
plate of the ad, we shall gladly publish 
it for you several times. I should take 
a considerable interest in having you 
check subscription returns on this, and 
you will be able to tell exactly what 
results the Dispatch can give in Nor- 
folk to a high-grade trade publication 
like yours. 

Several people to whom I have spoken 
about your offer have informed me that 
they were going to subscribe to Prrnt- 
ERS’ INK for the coming year. Send us 
along, if you please, ten copies of 
Printers’ INK of October 26 for distri- 
bution among our local bankers, render- 
ing bill for same. Yours truly, 

James M. TuHomson, 
Mgr. the Norfolk Dispatch, 











PRINTERS’ 


INK. 


SOUTHERN CHIVALRY. 
Allan Nicholson, Ed. and Pub. 
Union, S. C., Oct. 28, 1904, 
Editor of Printers’ INK: 


On looking over my copy of Print. 
ERS’ INK of Oct. 26th, just received this 
morning, I find on page nineteen a letter 
signed “Emma L. Grogan,” which you 
have headed ‘‘Not Much Chance for 

mma.” 

As the letter appears to be one of 
sincere inquiry from one who, to quote 
her own words, is “past forty years of 
age” and “must earn a little money in 
some way, as I must paewees for myself 
and little daughter,” the putting of such 
a caption as “Not Much Chance for 
Emma” and not giving any answer to 
her questions, appears to me to be dis- 
courteous in the extreme, and surely 
must have been the work of some 
“Smart Alec” and not that of the editor 
of a dignified trade journal. At least, 
that is how it strikes a Southerner, 
one who has been reared to treat a 
woman with respect, no matter what her 
station in life, and especially if she has 
reached mature years. 

I write you thus to draw your at- 
tention to the matter, believing that you 
will wish to set yourself right in it, 
or at any rate that the writer of the 
letter referred to, who says she is “a 
constant reader of Printers’ INK,” may 
know that there are men who would 
not have treated her inquiry so slight- 
ingly or disrespectfully. 

Yours very truly, 
ALLAN NICHOLSON. 


If Mr. Allan Nicholson knew that 
the Little Schoolmaster wrote Mrs. 
Grogan a personal letter, and gave 
her such information as could be given 
he might not have worked himself 
into a passion, nor would he have 
attained the prominence of having 
his correspondence appear in PRINT- 
ERS’ INK. 

eS 
ADVICE TO ALL YOUNG MEN. 
JAMEs ATKINSON, 
The Caxton Printing Works, 
6 King Street, Ulverston. 
LANCASHIRE, ENG., Oct. 27, 1904. 
Editor of Printers’ INK: 

Is the Subscription ePrice of Pkrint- 
ERS’ INK Too High? 

In answer to your inquiry. The Little 

Schoolmaster has been of the greatest 
a in teaching me what advertising 
really is. On turning over the pages of 
any one of my twenty bound volumes 
it acts as a tonic when things seem to 
have all gone wrong, and one appears 
down on one’s “luck.” 
_ My advice to all young men who are 
interested in advertising is: subscribe 
to Printers’ INK. And I, personally, 
should not like to miss a single copy, 
even if the subscription rates were con- 
siderably higher. 

Wishing you every continued success 
is the best wish ot 

Yours faithfully, 
James ATKINSON, 














PRINTERS’ INK, 


“ELECTRICAL REVIEW.” 


13-21 Park Row. 
New York, Nov. 7, 1904. 
Editor of Printers’ INK: 

I am advised that the pivestying rer 
resentatives of the Electrical orld 
and Engineer, a oomeenoe electrical 
weekly, are telling advertisers that it 
has gotten your printed endorsement 
“largest weekly circulation’ in the de- 
artment devoted to “Gold Mark 

apers.”” 

ccording to the facts as 
them, is this statement accurate 

It is an easy matter for one to con- 
fuse an advertiser by showing this state- 
ment under the “Gold Mark Papers” 
list, without offering an explanation as 
to the publication’s inability to reach 
the “Roll of Honor” list, in which ap- 
pears the Electrical Review. 

As a result of an elaborate personal 
call campaign carried on’ for three years, 
the Electrical Review has accomplished 
a rating in the American Newspaper 
Directory as having a circulation of 
nearly 3,000 copies a week greater than 
that of any other electrical weekly. This 
is a reversal of the ratings which ob- 
tained prior to this subscription cam- 
paign. 

In addition to this rating, the Elec- 
trical Review has been given the ‘‘Gold 
Mark.” 

Because of these facts, as we under- 
stand it, the Electrical Review is the 
only electrical weekly eligible to both 
departments. Yours truly, 

STEPHEN H. Gopparp, 


Secretary and Manager. 


The Ziectrical World and Engineer, 
a weekly paper published in New 
York City, is a Gold Mark Paper, and 
its publishers assert, in their own 
advertisement in PRINTERS’ INK, “the 
largest weekly circulation.” Rowell’s 
American Newspaper Directory for 
1904 rates this paper “ G,” meaning ex- 
ceeding 4,000 copies. The £éectrical 
Review, also published in New York 
City, and also a Gold Mark Paper, 
makes a detailed circulation statement 
to the Directory, while the other paper 
does not. The Review is credited 
with an actual weekly average of 6,885 
copies for 1903. 

0 Cee 
A GOOD SUGGESTION. 
BrownsvILLeE, Pa., Nov. 7, 1904. 
Editor of Printers’ INK: 

Your proposition to club makers, print- 
ed in Printers’ INK attracts my atten- 
tion. I am in the ministry but for years 
I worked with the newspaper crowd and 
did considerable advertising | work— 
soliciting. I have felt that I might run 
down to Pittsburg and pick up fifty or 
one hundred subscribers on the propo- 
sition you make—if the town has not 
been worked to death. I could not go 
down until after Thanksgiving. Am 
busy in a meeting. Write me all about 
it, Respectfully, 

T. M. Hurst, 


” see 
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THE MEMPHIS “TIMES.” 
Times Building. 
MEmpuIs, TENN., Oct. 28, 1904. 
Editor of Printers’ INK: 

I note in your edition under date of 
the 26th instant that ha publish a 
communication from C, Stone, Gen- 
eral Passenger Agent, of the L. and N. 
ce Company, which reads as fol- 
ows: 

“When you re-issue the American 
Newspaper Directory for 1905, I 
would suggest that HF omit the 
Times, published at Memphis, Tenn. 
This is a fraudulent publication, 
and Mr. H. J. Boswell, who claims 
to publish such a paper, as well as 
the T'vibune-Courier, has caused the 
railroad companies a great deal of 
trouble in his attempts to secure 
transportation on account of both of 
the above publications. Both publi- 
cations have been thoroughly inves- 
tigated by us and we cannot find 
that either of them exists. Yours 
truly, C. L. Stone, G. P. A.” 

Referring to this, I beg to advise that 
Mr. Stone knew when he wrote you 
thusly that he was stating a tissue of 
falsehood, absolutely void of the first 
fundamental principles of truth, and the 
Times has this day conferred with its 
attorneys who within the next forty- 
eight hours will file heavy suit for 
damages against the Louisville & Nash- 
ville Railroad Company. 

You are not the ONLY directory pub- 
lishers that this man has written too. 
Lord & Thomas, of Chicago, IIl., is an- 
other, and we shall undoubtedly give 
them the hottest fight they have ever 
experienced. You have given space 
to the insertion of Stone’s letter, and we 
humbly request the same, and if you'll 
not do so, unless paid for, advise amount 
by wire and we will telegraph full 
amount to you. The Tribune-Courier is 
not published now and has not for some 
time, nor has anyone an to pro- 
cure transportation upon the Tribune- 
Courier since its being succeeded by the 
Memphis “Times. The Tribune-Courier 
succeeded the Memphis Tribune and the 
Memphis Times succeeded the Tribune- 
Courter. Stone knows full well that 
these papers were published as regularly 
as clock-work itself, The whole gist of 
the entire matter is the bitter fight made 
against the L. & N. R. some time 
ago—at the time officials of that line 
were charged with conspiracy in the 
murder of William Goebel, then Gov- 
ernor of the State of Kentucky. 

I am at this moment preparing a 
statement signed by a large number of 
people who pay three dollars per year 
for the Memphis Times, and who stand 
ready to swear that they receive it every 
week that rolls around. 

Very truly yours, 
THe MEMPHIS TIMES, 
Harry J. Boswell, Bus. Mgr. 
: ee 

Maps showing the circulation lines of 
the American Agriculturist (New York) 
Orange Judd Farmer (Chicago) and 
New England Homestead (Springfield, 
Mass.), show that these three well-known 
paners have paid subscribers in every 
Northern State from New England to 
the Dakotas, Nebraska and Kansas. 
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THE CLEVELAND PRESS. 
CLEVELAND, OHIO, Oct. 28, 1904. 
Editor of Printers’ INK: 

I notice in your issue of Oct. roth a 
statement to the effect that the Phila- 
delphia Record columns are said to be 
the longest of any paper in the United 
States, measuring 246 agate lines. I de- 
sire to call your attention to the dis- 
crepancy in this statement, inasmuch as 
the columns of the Cleveland Press 
measure 309 agate lines, or sixty-three 
lines longer than those of the Record. 

I might say in this connection, too, 
that during the first nine months of this 
year, the Cleveland Press (no Sunday 
issue) published for Cleveland mer- 
chants 39,281 inches of display adver- 
tising in excess of the volume carried 
by the combined daily and Sunday is- 
sues of Cleveland’s next largest news- 
paper—and 98,581 inches in excess of 
the combined daily and Sunday issues 
of the second largest newspaper. 

The Cleveland Press receives a greater 
revenue from classified advertising than 
the combined daily and Sunday issues 
of any other newspaper in the State ot 
Ohio. Our increase in September, this 
year, over 1903 was 2,132 separate classi- 
fied advertisements. 

Yours truly, 
“Tue CLEVELAND PREss,” 
C. H. Fentress, Adv. Mgr. 


Mr. Fentress should insert the last 
paragraph of his letter in th2 Little 
Schoolmasters’ department the WANT- 
Ap MEDIuMs, where, with frequent 
change of copy, the advertisers of 
America would be constantly re- 
minded that the Press Is a want-ad 
medium of the first order. 


—_—<>>— — 
STRAIGHT TALK. 
“O ArRavuTo” 
(Herald) 
Established 1888. 

largest in size and _ circulation 
among the 100,000 Portuguese 

in the United States. 

OaKLaNnD, CAL., Oct. 25, 1904. 
Editor of Printers’ INK: 

“Ts PRINTERS’ INK dear at $5 a year.” 

eee.” 

“Why?” 

“Because anything that is good, any- 
thing that is very necessary for every- 
day life, should be within reasonable 
price.” 

To charge $5 for PrintERs’ Ink, good 
as it is, is the same as to charge 25c. 
for a loaf of bread, good as it is, 

Printers’ INK at $2 will increase to 
50,000 circulation In one year, or you 
are not a good editor. 

Advertise Printers’ INK to get sub- 
scribers. Do as you preach. Tell peo- 
ple you reduced it from $5 to $2 (less 
than % the price) and I will see the 
50,000 circulation very soon. 

Were my paper in the English 
language, I would tell my readers to 
subscribe for such a valuable paper. 

J. De MENEZzEs, 
Editor and Proprietor. 


‘The 
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A PRIORITY CLAIM. 


New York, Nov. 7, 1904. 
Editor of Printers’ INK: 

I want to refer you to page seven in 
the September twenty-first issue of 
Printers’ INK in the second column, 
wherein you say the Sphinx Club was 
founded July 1896 with sixteen mem- 
bers, and was the first organization of 
advertising men ever formed, because 
it 1S not correct. 

The Agate Club was started in the 
year 1894, in the month of August or 
September, and I remember that at least 
twelve members were present at the 
first meeting. 

The idea of such a club suggested 
itself first to me, and I talked it over 
with Mr. Bloom, wno was then the rep- 
resentative in Chicago for Youth's Com- 
panion, and Mr. Frank White, who is 
now the head of White’s Class Advertis- 
ing, at least a year before the organiza- 
tion was formed locally, and it was 
then the intention to organize; but Mr. 
White, planning for a change in his 
relations ‘from special representative of 
agricultural papers to an agency of his 
own, made him ineligible so the matter 
was deferred for about a year, when, 
after a sufficient canvass, the first meet- 
ing was called with the attendance [ 
have mentioned. 

I hope, therefore, in the interest of 
accuracy that you will hereafter not 
speak of the Sphinx Club as the “first 
organization of advertising men,” but 
accord that honored position to the 
Agate Club and which was the instiga- 
tion for the organization of the clubs 
which later came into existence. 

I think you can verify the accuracy 
of this statement by addressing the scc- 
retary of the Agate Club, or its Presi- 
dent—Mr. E. W. Hazen, the Curtis 
Publishing Company, Home Insurance 
Building, Chicago. 

Incidentally, in looking through copies 
of Printers INK to see whether you 
made any mention during the months of 
August or September of the organiza 
tion of the Agate Club—as far as I 
went up to the issue of October twenty- 
fourth—I have not been able to locate 
any notice of the Agate Club in Print- 
ERS’ INK, and it is likely that nothing 
would be said about the first meeting, 
which was in the nature of a quiet meet- 
ing, to find out what could be done in 
the way of a Club; (it had its meetings 
thereafter every month, the only inter- 
missions being during the few summer 
months) there is where the value of an 
index would come in. I find in Volume 
XI—September twenty-sixth—on page 
464, at the bottom of the first column, a 
symposium entitled ‘“‘The Advertising 
Value with a Smile,” and I wonder 
whether that had anything to do with 
the phrase, “The smile that won’t come 
off” used by The American Cereal Com 
pany? Truly yours, 

THOS, 
—_+ —__ 

A NEAT catalogue of the well-known 
Hylo Incandescent Lamps, made by the 
Phelps Co., Detroit, shows various styles 
to fit various locations and sockets. The 
range is wide, and includes lamps de- 
signed especially for window and ad- 
vertising purposes. 


BALMER. 
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In PRINTERS’ INK for November 2, 1go4, the following eight paragraphs 


appeared : 
In Philadelphia oo 
Bulletin is the only 
oun newspaper which pos- 
usad 6sesses the guarantee 
star, which signifies 


that the publishers of the American 
Newspaper Directory will pay one 
hundred dollars forfeit to the first 
person who successfully contro- 
verts the accuracy of the Bulletin’s 
latest circulation nes as 
given in the 1904 issue of the 
American Newspaper Directory. 


In Denver, Col., the 
Post is the only news- 
paper which possesses 
the guarantee _ star, 
which signifies that the 
publishers of the American News- 
paper Directory will pay one hun- 
dred dollars forfeit to the first per- 
son who successfully controverts 
the accuracy of the Post’s latest 
circulation statement as given in 
the 1904 issue of the American 


Newspaper Directory. 
the guarantee _ star, 


j : which signifies that the 


publishers of the American News- 
paper Directory will pay one hun- 
dred dollars forfeit to the first per- 
son who successfully controverts 
the accuracy of the Star’s latest 
circulation statement as given in 
the 1904 issue of the American 
Newspaper Directory. 


UA 
oe 
TEED 


In Kansas City the 
Star is the only news- 
paper which possesses 


In Minneapolis, 

iA Minn., the Tribune is 
Cea the only newspaper 
reEO which possesses the 
guarantee star, which 


signifies that the publishers ofthe 
American Newspaper Directory 
will pay one hundred dollars for- 
feit to the first person who success- 
fully controverts the accuracy of 
the Tribune’s latest circulation 
statement as given in the 1904 is- 
sue of the American as eared 
Directory. 


In Pittsburg, Pa., the 

Post is the only news- 

paper which possesses 

the guarantee _ star, 

which signifies that the 

publishers of the American News- 

paper Directory will pay one hun- 

dred dollars forfeit to the first per- 

son who successfully controverts 

the accuracy of the Post’s latest 

circulation statement as given in 

the 1904 issue of the American 
Newspaper Directory. 

which possesses. the 


j guarantee star, which 


signifies one the publishers of the 
American Newspaper Directory 


“In Los A Angeles, Cal., 
the Saturday Post is 
the only newspaper 


fully controverts the accuracy of 
the Saturday Post’s latest circu- 
paper Directory. __ 
In Peoria, Ill., the 
the guarantee _ star, 
which signifies that the 
dred dollars forfeit to the first per- 
son who successfully controverts 
the 1904 issue of the American 
Newspaper Directory. 

the only newspaper 

which possesses the 
American Newspaper Directory 
will pay one hundred dollars for- 
the Mail and Empire's latest circu- 
lation statement as given in the 


will pay one hundred dollars for- 
feit to the first person who success- 
lation statement as given in the 
1904 issue of the American News- 
Star is the only news- 
paper which possesses 
publishers of the American News- 
paper Directory will pay one hun- 
the accuracy of the Star's latest 
circulation statement as given in 
In Toronto, Ont., 
the Mail and Empire is 
guarantee star. which 
signifies that the publishers of the 
feit to the first person who success- 
fully controverts the accuracy of 
1904 issue of the American News- 
paper Directory. 





If you are interested and wish to know all about the Guarantee Star the 
business manager of Rowell’s American Newspaper Directory will be glad to 


correspond with you. 















AFew Things 
Well Done 


That’s our motto. We have no side issues. 


Our only business is to make advertising 
profitable to our clients. 


That’s the only way we know how to make 
a profit for ourselves. 





HERE’S A SAMPLE OF THE WAY 
WE DO BUSINESS: 


For twelve years we have conducted the 
advertising of the largest cereal company in 
the world—The American Cereal Company, 
manufacturers of Quaker Oats, etc., etc. 


Quaker Oats is successful. We are successful. 


Everybody concerned is happy. All because 
the advertising is profitable. 


Do you suppose that YOUR advertising could 
be made more profitable? Isn’t it more 
than likely we could help you? 


Yours for profitable advertising, 


The Paul E. Derrick Advertising Agency 


New York London Paris Berlin Cape Town Sydney Buenos Aires 





REMEMBER: The Derrick Agency 
absolutely controls here and 
abroad the Starke Service. 
You know what that 
means—SUCCESS. 




















NOT AN INFIDEL. 


Editor of Printers’ INK: 

I find on page seventeen and the back 
cover of the Sunday Magazine, a sup- 

lement to the Philadelphia Press of 

ctober 30th, some €xceptionally strong 
appeals to women, written and signed by 

Nis. John A. Logan for the Metropoli- 
tan Life Insurance poner of New 
York. They are addressed principally 
to brides, though perhaps their strong- 
est appeal is to mothers, and are well 
calcuated to enlist the hearty co-opera- 
tion of women generally in influencing 
these upon whom they are dependent to 
take out life insurance. But, in my 
humble opinion as a close student and 
experienced writer of advertising, the 
last paragraph of the back cover ad is 
needlessly offensive to the class of men 
who ‘dare to doubt” and whose money 
and morals are quite as good as those 
of the orthodox Christian. This para- 
graph, which appears below will defeat 
the purpose of the entire page ad in 
many families where, as is frequently 
the case, the wife shares the belief or 
unbelief of ther husband, or, at least, 
through respect for his sincerity resents 
unkind and wholly unnecessary allusions 
to his honest doubts concerning the 
existence of a higher power. 

his is a serious business. 
All men who are not infidels 
should insist upon their families 
understanding Life Insurance. 
My only desire is to do good 
to the women of the nation - 
showing them the pathwa 
security against want for t em: 
selves and their loved ones.’ 
Mrs. John A. Logan, Informa- 
tion Bureau, Metropolitan Life 
Insurance Company, New York. 

Just why one, even through religious 
fervor, should go out of one’s way to 
intimate that an infidel cares less about 
his loved ones than does one who has 
embraced the faith, and especially to 
de so in an advertisement, is not quite 
clear, unless the company who prints the 
advertisement is itself so utterty lacking 
in the Christian spirit as to want to with- 
hold its benefits from the unbeliever. 
Certainly, this is not in line with Bible 
teachings and it calls Mrs. Logan’s sin- 
cerity into question when she says: “My 
only desire is to do good to the women 
of the nation.” JoHn A. KersHaw. 


——_-+9+--- 

TEN pte popes combined in a list 
managed by Jno. Bentley, 1420 Chest- 
nut street, Philadelphia, are described 
to mail order advertisers in a neat book- 
let, “Mail Order Mediums out of the 
Common.” These papers are Young 
People, Baptist Teacher, Baptist Super- 
intendent, Good Work, “Advanced Quar- 
terly, Senior Quarterly, Junior Quar- 
terly, Primary Quarterly and separate 
home editions of the last two publica- 
tions. The booklet is excellent, but 
does not expressly state the character 
of ope papers or how often each is 
issu 


——___ << — 
THE latest book bulletin o of Houghton, 
if_in & Co., the Boston publishing 
house, is, as usual, interesting for its 
poo ro chat and portraits of eee 
riters. 
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ON THE RIGHT TRACK, 


“RECORD OF CHRISTIAN WORK.” 
Established 1881. 
Ans Department, 203 Broadway, 

New York City, Nov. 3, 1904. 
Editor of Printers’ INK; 

It gives me pleasure to advise you, 
as a Record of Christian Work advertis- 
er, that our November issue was 25,000 
copies. What we lack in quantity, as 
compared with the big magazines, is 
made up in quality of circulation. 

Our policy of now circulation and 
a flat rate of $22.40 per page has re- 
sulted in an increase of fifty-six pages 
of advertising in the last five months. 
This substantial increase causes us to 
believe we are on the right track, and 
that it is only a matter of time and 
hustle when we will be carrying fifty 
pages or more of advertising each month. 

ill our next statement, I am 
Yours very truly, 
G. TyLer Matrs, 
Advertising Manager. 








Advertisements. 


Advertisements 20 cents a line. Must be handed 
in one week in advance. Digpley type and 
cuts may be used if ired. 


WANTS. 
6é 1.” $1.04 YEAR? Yes, if 
i R. BRADFORD, Schenec 


MPuE New London (Conn.) (Conn.) Morwine TELEGRAPH 
wants cy linotype machine operator; speed, 


ou Nee: we 


40,000; $22; union man. 
XPERT Photographer wants tion with 
ine ordally paper. Ad “ILLUS- 
pee .” care 


NTED—Position as ac s soeetitre solicitor 
“on get by an enced. successful 
BOLLINGER, “iioon, Ohio. 


ORE than 247,000 copies 0 copies of the morning edi- 


tion of the World are sold in Greater New 
York every day. Beats any two other papers. 
VW 7 ANTED—A — as circulation manager, 
and also © experience in advertising 
dept. Address “R. 3.8.) can 8.,” care of Printers’ Ink. 


Peeesiess NEWSPAPERMEN’S EXCHANGE, 

established 1898, gg om | a work- 
ers in all de ents. klet. 368 
Main 8t., Springfield, Mass. — Mass. 

ORCRREING TYPE—A Cy clopedia of Fve' 
a apm Boone pews the Now Printer aie, 
2g ‘an; se postpal 
ag’ts wan ated A. 8. ARNELL, 180 Nassau SCN Y. 
ANTED—Position of poanese Manager 

Advertisi: on widoawabe Daily 
by a business getter of ex rience. 
Address “F. W. P.,” Jackson Boulevard, 
Chicago, Ll 


$5 to $15 ADAY. If you are making less we 


Send for 


have some valuable information for you. 
Ivs worth wring ‘or. 
SAFEGUARD CHEMICAI. CO., 






36 Ackerman Bidg., Binghamton, N. Y. 
N EWSEAPER . (30), practical ad 
writer. .» executive, sure 
business advertisi ng 
for live ek an 
business 


PAg LF ad ADVERSIERE and mehoster dealer 
ee ie ESTERN MONTHLY, an 
magazine. a circulation ‘of any 


vertiser’s 
advertict ournal in Sam copy 
i, a TONTHLY: 81 “orand 
Ave, Kanens City, M 
Ppen for" =peodae | praia ing a: on & is 
executive "aby lity, ideas and 
thorough knowledge of 
Have wiedae of Cost pa. 


“A. oy ” Printers’ Ink. 











FoR SALE—One three-deck Scott straight line. 

page press, with color attachment, good 
as new, Pour years old, prints even and eignt 
Sg lt my ad pelling, purchased new 
Hoe grec press. Address DES 
MOINES OA CAPI ‘AL, De ‘Des Moines, Iowa. 


A™™ old, reliable firm want an energetic, cap- 

able man to ae in the Cen- 

tral West. Want a manof correct habits, who 

ba had experience and can do things. One with 
-_——yoe AF mapas advertisers pre- 


esi 
Address *M. G., ~ aa of are of Printers’ ’ Ink. 
M® MANUFACTURER: 


blotters specially designed and illustrated in 
or blotters, s; ly d 

three colors to fit your business and “land” cus- 
tomers. The Lewis Follow-up System never 
—. If you want 1,000 new accounts, write to 
inc. Avert petertend, 5. 6t. Walnut & Bt 
ne. verti ww 
Philadelphia. : 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified co}- 
umns of PRINTERS’ INK, the business journal for 
advei tisers, a weekly at 10 pape 8t., 
New York. ch advertisements will be inserted 
at 20 cents per line, six words to the line. PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing ely on 
than any other publication 1 in the United States. 


Wa sell your ability with without in any way en- 
your present connections. Our 
oorvton | is ¢0 — ential and is planned to aid the 


cess in his present ition proves 
his ¢ ae to “ail a better one. hy not get in 
touch with some of Os encelient sepenatios 


now open! We have al! of high-grade posi- 
tions—K my tad Clerical cere and ‘Bale es- 
man—paying from 0 $5,000 a year. us 

Kets. Offices in 12 ities. HAPGOODS 
(Inc.), Brain Brokers,} Suite; 611, 309 Broadway, 
New, York. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ify for reaay positions at a week and over, to 
write for free copy of my new prospectus and 
endorsements from leadin concerns every- 
where. One ——— fills 8 $4.0 lace, another 
py glee pl Bd a fg ay 
clothing ad rier in New Yo Yost owes his suc- 
cess within . few months to my teachings. De- 
mand ex supp) SB 
GEORGE i ELL, Advertising and Busi- 
ness Expert, 82 Temple Court, New York. 





NEWSPAPER BROKER. 
. SA jg ag) and weekly in 1 inate otts city 


r $30,000, pays 20 = cent 
} . wi in Alabama: ct — r $10,600, - 44 
ing $125 a week. Write or paying proposi- 


tions. B. J. KINCSTON, Newspaper Broker, 
Jackson, Mich. 





PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 


a 


IMITATION TYPEWRITTEN LETTERS. 


on ty, Typewritten Le Letters of the highest 
rade. We furnish ribbon, matching ink, 
free’ Samples for stamp. SMITH H PTG. CO., 812 
Broadway, Toledo, Ohio. 
——~ 
NEWSPAPER CLIPPINGS. 


HE MANHATTAN PRESS CLIPPING BU- 

READ, 2 West 14th Street, New York, gives 

the best service. Advertisements and ‘Trade 
ltems a specialty. 








> 


HALF-TONES. 


—— copper ‘half-tones, 1-col.. $1; larest 
per in. THE YOUNGSTOWN ARC EN- 
GRAVING CO., Youngstown. Ohio, 


EWSPAPER HALF-T( _— 
2x3, 75c.; 3x4, $1; 4x5, $1.60 
Delivered wh be A cash “accompanies the order. 
ni 
KNOXVILLE HINGRAVING CO., Knoxville, Tenn. 





g2 ~ PRINTERS’ INK. 





PREMIUMS, 


Rus — +> 4 goods are trade builders. Thou. 
v ive premiums suitable tor 
publishers oe others from the foremost makers 
and wholesale ceaiers in every, and kindred 


lines, 500-page list pairs lustrated catalogue, 
wait Rnaually, 3d issue now ready; tree, 

F. MYERS (O.. 46w. 48-50-52 Maiden Lane, N.Y. 
ILLUSTRATORS AND ILLUSTRATIONS, 


SENIOR & CO., Wood Engravers, 10 §: 
e 8t., New York. Service good and prompe 
poo livectaentcety ~~ --trnth——iecnyroed 


PRICE CARDS. 
Ng designed pete as cards, 50 cents per 100, 


‘er 1,000; asso’ rinted on t 
sock’ THE BLAIR PTG. 5 OO Cineianet tinted 
cememanates «Tate Hr a 
AD WRITER. 


Stamper public matter. | matter. 8. E. LOWENBACH 
Fayette St., Baltimore, Maryland. 
mdi 7 ~<a noms Ae 


INSTRUCTION BY MAIL. 
nals OREN PARTNER WANTED. 


teaching Human Nature success- 
fully nt mail all over the —_ only two kicks 





in tour years. Every one necds it and could be 
made to take it, , aS ert} is | no competition. it 
you have and $5,000 to 


draw on, you map ok on the ground floor, 
handfe your own money, stay at home, direct 
the campaign, and doub le your capital ip a year 
if you are the right man or woman. Success or 
failure rests entirely with you. Full investiga- 
tion asked and given. 
SCHOOL OF HUMAN NATURE, 
Athens, (ia. 


SIGNS. 


a." $am Hoke Sign Shops, $hops, New York. 
West 30 West 52d St. (North River). 


perenne Big Steel Sig: Signs. 
Paint Printea Cloth Signs. 

Paint Printea Wood Signs. 
$¢@pbinx” Lithoed Little Tin gigns, 


Wwe pay the freight. 
Get our Prices. 


A’ ~~ Adonis experience, 
auted in New York “al 
7 gam tides Sign s phere, New Yor! 
52d St. Gort River). 


INSURANCE. 
EDUCING INSURANCE rates my specialty. 
I might be able to save you money. INSURK 
a gh amg LIFE for the firm’s benefit. Get 
my rai Best componiee. JACOB A. KING, 
43 W. teeth St. and 5: Broadway, N New York. 


PERIODICAL PUBLICITY. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@@©). 253 Broadway, New York. 

PRINTING. 
RINTING at reasonable prices. MERIT 
PRESS, Bethlehem, Pa. 
printed—for mills, qo, 
Roll Paper druggists, ete. Can be cut 
or re-wound, as desired. FINK & SON, 5th, above 
Chestnut, Philadel Iphia. 
ae nae ‘ 
DESIGNERS AND ILLUSTRATORS. — 
ESIGNING, illustrating, engrossing, illumi- 


nating, ergraving, lit raphing, art print- 
ing. THE k.NSLEY gylithoge Bway, N.Y 














comeincaseenecdllipiipesiitenipaias 
POSTAGE STAMPS. 


Unused Un United States ond Can- 
a) wr ¢ e stamps in any 
quantity. All denotninations 

send for re, i LFRED ry 


ISAACS, St., N. 













ADDRESSES FO. FOR SALE. 


¥ nl FRESH NAMES N. Y. farmers, #1. 
5,000 CLARK & CO., Kenmore, N. Y. 


‘'WVEN THOUSAND names and addresses; all 
new. Cover om. hundred Post Offices. A. 
M. KENNEDY, Mart, T\ ‘exas. 


DDRESSES for Sale—18, 000 names New York 
A residents of the better ¢' § naracoee 
correct. KING, 105 William St., 


OR SALE—100,000 names of people os have 

answered our ag A live list, 

corrected up to date » ah our itten on 3x0 cards, 

ranged b States. a oF pa 

aera e ee Oe ACKY-WERNICKE CO. L 
Formerly The Fred Mace: Co., Ltd., 

Grand Rapids, Michigan. 








—+~e>—_—_—_ 
DECORATED TI} TIN BOXES. 


¢ ofttimes sells it. 
ry You cannot im‘ minelue wee beautifully tin 
boxes can be decorated and how cheap they are, 
until you get our samples and quotations. Last 
year we made, —— = any other things, over 
ten million Cascaret boxes and five million vas- 
eline poxes and caps. Send for the tin desk re- 





minder called “ Do It Pane Ad. is free; so are 
8 you 
et rote SRICAN N STOPPER CO COMPANY, 
li Verona Street, 


Broo New Yor! 
The ay ‘maker of Tin Boxes outside 7 the 
Trust. 


——_ +o 
MAIL-ORDER NOVELTIES. 
Werte to-day for free ‘Book of Specialties,”’ 

an illustrated catalogue of latest imported 
| —— novelties, watches, plated jewelry, 
and optical goods—wholesale only. 

SINGER BROS., Re Bowery, N. Y. 

—_+or—__——_ 
TRADE JOURNALS. 
ARDWARE DEALERS’ MAGAZINE. Circu* 
lation 17,000 (O@). 253 Broadway, New York. 
ADVERTISING NOVELTIES. 


66 \qvstic WALLET”’—the i? og, nov- 
p\ elty. Sample and artes Little 
Traveler” cotmlogne TH SOLLIDAY NOV- 
ELTY ADVERT} ING WORKS. Knox, Ind. 
ULVEROID SIGNS; lightest, chea ) most 
durable and an ive indoor s n. Com 





Panel line of Pulve: 
ples free. F. FP ULVER co., Rochester, N.Y. 


DVERTISE your business with y atnerttas 
novelties. Buy them direct. I make penci 
holder, toothpick cases, nail file, in leather case. 
Sample of each, 10c. J.C. KENYON, Owego, N. ¥. 


RITE forsam je and pri and price. new combination 
Kitchen Hook and bill File. Keeps your ad 
before the housewife and business man, THE 
D & HO. CO., Newark, N. J. 
ches in all large cities. 
ANUFACTURERS of phvertising meweltien of 
4 merit are rogues pomed to send samples. 


Advertisin Sul Broker, 
Yoder Law Building, Pittsburg, Pa. 


Pare < OR CONVENTION SOUVENIRS, 
nails, The oi attractive, sub- 
a. and cheap. * samp , & World’s Fair 


10¢. 
Wick HATHAW AY’S C’RN, Box 10, Madison, O 


Color Barometer eters. The teat no. 
™m n 


envelope, penn: snes. $25 per 
1.000, inclu im cake Send 4c. ‘or oamite. 
FINK & SON, 5th, above Chestnut, Philadelphia. 


Good Printing at Reason- 
able Prices 





Long runs or short runs, elegant half-tone 
work, *anest of r 
our order. 
7 Rose ‘8t., New Yo ork 


3. We don’t mind the 
size. of — INK 


PRESss, 





PRINTERS’ INK, 
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CLASS PUBLICATIONS. 
ARDWARE DEALERS’ MAGAZINE. Circu 


lation 17,000(@@). 253 Broadway, New York. 


——_+o>—_—_——_ 
HOUSE-TO-HOUSE DISTRIBUTING. 


I GUARANTEE any advertiser an honest, intel- 
ligent house-to-house distribution of adver- 
ising ter ‘hout all the leading towns 
ona cities in So United States. Fourteen years’ 





can 
be secured direct or A aed any other agency. 
Write for full wee lars. . - 
ILL A. MOLTON, 
er TY Advertising Distributer, 
t. Clair St., Cieveland, oO. 


Re RI 
MAILING MACHINES. 


lightest and 


= t DICK MATCHLESS MAILE 
12. F. J. VALENTINE, 


Kest. Price 
Mfr., V8 Vermont S8t., Buffalo, in ¥ 





COIN CARDS. 


g PER 1,000, Less for more; any printi: 
TAE COIN WRAPPER CO., Detroit, Mick, 
for $3. 10,000, $20. printin 
1 3900 acme Coin Mailer Co., ni ladison, is, 





CARD INDEX VDEX SUPPLIES. 
SAVE money by in; ‘buying from the jeenatass, 
S urers. ~5- A supplies for all makes of 


cabinets, 
STANDARD INDEX CARD CO. 
Rittenhouse Bidg., ‘Phila. 
mtitasitnancicegil pinata 


POSTAL CARDS. 





P=. and samples of Lag cards 
STANDARD, 61 Ann Street, N. Y. 


+> 
or 


RUBBER STAMPS. 

NE ay 3 inches, 10 cents; two lines, 20 cents; 
pA five lines or agar 8 cents a line. me for 
ree Type catalogue . Notar 
Corporation seals, $1.75, express paid. “— 
K, Y. HORDER, 149 W n St., Chicago. 


or 


FOUNTAIN PENS. 


ye % em aw Fountain Ly oa 
will send you one 88 
[ealenge —- Pens, express | paid, for $3.50. 


Sam He, postpaid, § cen 
EY OR Hi, 149 Weehington St., Chicago. 


4-4 


LABELS, 


Cork Top ‘to and other other figures, inna HON. 
Printers, 5th § above Chestnut, t., above Chestnut, Philadel 


Write 











MAIL ORDER. 
WANT mail-order MG oad hiss [ tos 





I 


Maloun ADVERTISERS—Try house to 
house advertising; it wiil pay you big. Our 
men will deliver your circulars and cat: logues 
direct to -order buyer. You can reach 
paenie who never see a pare per of any description 
mone year’s end another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
Canada, and are in a position to place advertisin 
matter in the hands of any desired eh caw. OUR 
DISTRIBUTORS’ DIRECTOR “+! will be sent free 
of charge to advertisers who desire to make con- 
tracts direct with the ee. fg , seoren- 


tee good service. Correspo' 
NATIONAL ADVERTISING. ¢ CO. m 700 Oakland 
Bank Building, Caleago. 





SPRCTALIERD Fi PUBLICATIONS. 
E DEALERS’ MAGAZINE. Circu 
HAR raha aT 000 (©), 28 Broadway, New York 
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CEDAR CHESTS. 
N OTH-PROOF Cedar Chests—Made of fragrant 
B\ a ~ cote and absolutely proof 
8s low. Send for booklet. 
PIEDM ONT PURNITG RE CO., Statesville X N, 





FOR SALE SALE. 


OR + Democratic n newspa) +“ ot in a good 
thriving town; circulation, 1 a bargain. 
MISS NANN k. CATLETT, Princeton, Ky. 


OR SALE TO SEITLE FSTATE—ConstitTv- 

TIONALIST (country weskiy) newspaper and 

ob offices. Established 1868. Successfully run by 

ay to ays of his death, ‘Dec. 29th last, and 

peire ot ince. Actual cash receipts from Jan. i. 

Ue 1, 1908, $2,154.52,and business steadily 

uipment away above average coun- 

growing. Price $3,000. G. ALLISON HOLLAND, 
Eminence, Ky. 


Le SALE, LIST OF AGENTS—A compeny 
hanging its method of doing business will 
sell its lst of about 1,00 canvassers — 
mem Me 8. mostly South and West. An ac 
@ list. All have bought goods mienin 
the last twelve months. The cream of a list of 
4,500, Not a‘‘dead one” in the lot. They earned 
ever $8,000 last year for the y employing 
them. List bang pean sold before. Is the 
result of many ection. You can get 
into business etnaiy = this list. Price 
$1,250. Address P. O. Box 1,586, Pittsburg, Pa. 





MAIL-ORDER NAMES. 


NAMES of Mail-Order Buyers, ptosly 
ited for 10c.;900 for 2c.; 1,200 fo 
t2, wrote us letters with money 


PACIFIC ee Co., 





PRINTERS’ INK, 





ADVERTISING MEDIA. 


CENTS per line for advertisi Fi 
10 SUxtor?Bethienem, Pane 2 THE 


ARDWARE DEALERS’ MAGAZINE Cireu- 
lation 17,000(@©). %3 Broadway, New York, 


DVERTISERS’ GUIDE, Newmarket, N.J. A 
card request will bring sample copy, 


VER 1,100,000 homes, “22 1 Business Bringers.” 
THE RELIGIOUS © 'RESS ASS’N, Phila., Pa, 


Ts EVANGEL, 
Scranton, Pa. 
Thirteenth year; 20c. agate 


A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one year 


sae TALK, Ashland, , Qregon, has aran- 
teed circulation of 2,500 Copies enc issue, 
Both other Ashland pap rs are rated at less than 
1,000 by the American Newspaper Directory. 


ge TROY (0.) RECORD is the only small 
town daily in the whole widé world success- 
ay published without a weekly edition, a 
- b de} py toe dl or county or city legal adver- 
ising as boo: 


HOW me instruction! Full course of 
lessons for the country merchant in The > 
cinnati Trade Review. nd 25 cents for 
yours trial subscript ion. THE CINCI NNATI 
RADE REVIEW, Cincinnati, Ohio. 


RABTREC'S CHATTANOOGA PRESS, Chat- 





e general advertising. 
a 20 cents a line for keyed ads. No proof, no 





120 Sutter St., San , Cal. 





PAPER. 


B BASSETT & SUTPHIN, 
Caperenupects ity," Diaan nd & Perfect 
Coated jalty. on erfec' 

White for Phigh er grade catalogu 


SUPPLIE: UPPLIES. 


SE “ Reliance” ” absorbent paper on your 
mimeograph. INK dries quick as a wink; 
gover smuts. Get samples and prices from FY: NK & 
N, Printers, 5th, near Chesti 





W D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 
azine cut inks than any other ink bouse in the 
trade. 

Special prices to cash buyers. 


ERNARD’S Cold Water Paste is in dry powder 
form, mixes a adding cold aS no — 
no odor, no waste, will not stain. post paste 
ERNA 


RGENCY Tr Tribune PRatidine, Chicago. 


OXINE—A non-explosive, non-burning - 
tute fi d ine. Doxine 





mended by the best printers for cleanin, on 
protection of half-topes. For sale by the 

and manufactured by the DOXO MAN’F’G CO, 
Clinton, on. 1a. 


since fipstsemreemenis 
PUBLISHING BUSINESS OPPORTUNI- 
TIES. 


Te B epperem 


not often occur. 


rtunity to buy a Trade Journal for 
ts gross bus'ness for one year dues 
4 have such - chance now 


$8,000. Prope Sa re than pays its wa: . even 
with left-hande attention. ed. Phas no up- te 
competitor, and should become the recognised 


quarters for a ae - S representing im- 





mense outlays annually. rare chance for the 

man who has —— ability. EMERSON ‘P. 
HARRIS, Broker in Publi Property, 253 
Broadway, New York. 





BOOKS, 
ATENTS Sis a PROTECT 72: . book mailed 
free. Patent and 


&a 
Trade Mark Experts, ea, b.c. 


OTE THAT TOOTETH NOT HIS 
OWN HORN THE SAME 
SHALL NOT BE 
TOOTED.” 


For fear you may not know it unless 
we tell you, we wish to say that the 
Zanesville (Ohio) SIGNAL is considered a 
mighty good small-city newspaper. Ii 
gets the full afternoon report of the As- 
sociated Press, but it devotes its particu- 
lar attention to the news of Southeastern 
Ohio. If you will ask for a sample copy 
of the Zanesviile SIGNAL you will quickly 
see why it is the popular paper in South- 
eastern Ohio. It sells on the merit of 
its news and feature departments. That 
sort of a paper has quality in its circu- 
lation. We only charge for quantity— 
quality is thrown in for the benefit of 
the advertiser. The SIGNAL produces 
splendid results for advertisers. 

THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio, 











ee 
TYPEWRITER R RIBBONS. 
costs a little more than 
ordinary ribbo: 





roe Ribot Ribbot . 
‘ou ere ‘bot ‘cad is 


Money _ back without talk five, 
Gold St., N. ¥, 


fied. CLARK & ZUGALLA, 1 

















PRINTERS’ INK 35 
ILLUSTRATIONS. ADDRESSING MACHINES, 
fold CAR- DDRESSING M ES—No type used in 
Se Ma Irie : 166 Webeh ave. ¢ ‘hicago, A the Wallace stencil sdavcaing s machine. A 
— a CS 
, ” «c 
ELECTROT} PERS. ir circulars. We do —— at low rates. 


E make the electrotypes pes for PRINTERS’ INK. 

y We do the eecrormas for some of the 

largest adver tisers in the co Write us for 

rices. BSTER, CRAWFORD & CALDER, 45 
ose St., on York. 


———_ ++. 
NEWSPAPER BARGAINS. 


pees SPECIAL NEWSPAPER BARGAINS 

OVER 20 good men sbould be made happy 
and prosperous by (buy) these properties, 

$5,000 CASH down will get control of large 
daily paper in Penn. Splendid opportunity for 
two men—business man and editor. 

$3,900 hard _pan price, with $2,200 cash down, 
buys quite a D, & W. property in ‘lowa. 

500, WITH cash down $6,500, buys a Minne- 
sota daily with splendid future. 
000 CASH, with a good nowepaper mam, will 
ata’ a good opening on Ohio daily i 

$5,000, WITH about half cash ‘down, buys a 
daily in good-sized Tenn. city. 

$2,000 CASH down buys special control fof a 
large Texas ae Peculiar but good opening 
for a bright m 

$2,000 CASH, p easy, buys interest and 
bus. management of fine daily ard = ver in 
Mass.. with salary od $1,200 and dividends. 
exceptional opening 

$5,000 cash will buy the right interest and car 
ries bus. management in Mass. daily. Salary 
$2,000 per year. Must be a good man. Fine 
opening. 

Dailies and weeklies in all parts of U, 8. 
a good opening, get in touch with David. 

JUST THINK OF IT—$1,700, with abort $1,200 
cash down, buys a good weekly business in Con- 
necticut. A pleasant surprise, and the first man 
who visits and investigates will surely buy. 

$2.500, WITH about $1,700 cash down, buys a 
fine weekly property in lls. If you want a good 
thing, investigate. 

$1,000 CASH DOWN, balance $1.500 on easy 
terms, buys quite a weekly in New York State. 

$2,500 CASH DOWN, $2,000 balance on reason- 
able basis, buys a fine county seat bus.in Indiana. 

$2,500 CASH DOWN, $3,000 balance, buys a fine 
weekly property, doing about $7,000 a year, in 
Indiana. 

$1,000 CASH DOWN and $1,000 on honey terms 
buys a good weekly in North Dakota. 

$1,000 CASH DOWN and $1,000 on easy terms 
buys either of two good Wyoming properties. 

IF YOU ARE looking for special health and 
oe —one of the best weeklies in Mew Mex- 

ico, $3,000, with une-half cash down. 
‘LL HEALTH cavses owner to let his $2,500 
F pd png! praver ty g° fora cue down pay- 
ment of $500 to $1,000. Speak quick 

Here’s a dandy in Nebraska. Shows a bus. for 
one year ending Aug.. 1904—net profit, cash 
$1,333.99 and $1,000 in accounts. Price only $3,350, 
with about 000 cash down. Ought to go S qalek. 

A fine proposition in State of Washington, 
showing profit of $1,500 per year. Reasonable 
price and terms, 

A well-located Rep. weekly in Kansas I al a 
good bus.—about $3,500 on reasonable basi: 

Any proposition of merit or value in reo Eng- 
land States will be found listed with David. I 
have several now. They go quick. 

The foregoing is a very special short list, 
which, in my opinion, are all exceptional good 
propositions. have many other daihes and 
weeklies in all parts of U.S, Some extra gocd 
and quite large propositions in Texas just now. 

And all propositions in David’s hands are open 
to close investigation and consideration. 

AND David lists only properties that a 1 
to him as worthy of ownersh a -_ 

DAVID ASKS—What do you want? 

C. F. DAVID, Winthrop, Mass., 
The gee Broker in Newspaperdom, 
34 Years’ Practical Experience. 


Want 


ALLACK & CO., 29 Murray St., New York; 
13H0 Pontiac Blig., 368 Dearborn 8t., Chicago, I. 


es E StARp AES AUTO ADDRESSER is a high 
speed addressing macnine. run by motor or 
power. System embodies card index idea. 

Prints P visibly; perforated card used; errors im- 
— operation simple. Correspondence s0- 


B. F. JOLINE & CO., 
123 Liberty St., New York. 


——_—_+o>—_——- 
ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes sadvertising—your way—his’ way. 


HE better class of cuts and advertisements 
tor Banks, for retailers. THE ART LEAGUE 
is now at 656 Broadway, New York. 
Rs ADWRITING is my + ogee 4M Let me 
he yours lean 
GEORGE 1. SERVOS: 
2835 W yoming St., St St., St. ann Mo. 


Ae 4 hp i po gene more. 
Been at it 14 yay 
JED SCARBORO, 
557a Halsey St., Brooklyn, N 
ge and Folders printed to bring you 


Tell us just what you want and you'll get it. 





AMERICAN PUB. CO., Makers of Modern 
ory and erage | = J Printing, Columbus, 0. 
eig , nice paper, written 
Booklets, ot — nted, git.00 for 1,000, 
$50.00 for 5,000. Send for z comple 
UIs F R., 

Maker of profitable » Literature, 
Fifth Street, near Chestnut, 
Philadelphia. 

H4vEx ou under consideration any bit of ad- 

rtsing that would gain —— ing sat- 

urated with a distinct unusualness! I mean a 

“something” to ed ata class not “reach. 
able” with ordinary “humdrum ” things, a 

upon whom anything 1 ——— suggesting ‘ A 

air” must not be tri me 70 making any- 

thing so extra good of f its tin that the proper 

py Rd its story becomes a matter of — 
portance 44 if some reader of “ Printe: 


Ink” (as seems probable), J now doing sock 
* considering ” it me might pay him im - write me. 
FRANCIS I a 
No, 34. mphilsdel phia. 





Advertising Agencies. 


Advertisements under this head, two lines or more 
20 cents a line. Must be handed in one 


week inadvance. Display type may 
be used if desired. - 


CALIFORNIA. 
GATE ADVERTISING CO., 3400-3402 
mth St., San San Francisco, Cal. 


—_— AND SWASE: SWASEY, San Francisco— 


mney west of Chicago; employ 60 
people; og toa sers by advising & judiciously 
newspapers, billboards, walls, cars, distributing 


a ng CO., Los Angeles, Califor- 
nia, ae Place a — 
where—ma _ Rowmpapers, rade “pa 
outdoor. Effecti ting og ACT - 
FIC COAST ADVERTISING. 25c. copy; $2 year. 


GyoRpEN 





DISTRICT OF COLUMBIA, 
~ FOR $line Want Ad in 15 lea dailies. 
+) Send for listsand prices. _L. P. DARRELL 
ADVERTISING AGENCY Star Bidg.,Wash.,v. C. 


MISSOURI, 
W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 
NEW JERSEY. 
AIL order adve 


STANLEY DAY NGENOY, Newmark Niet, Nd. 








NEW YORK. 


‘GORMAN AGENCY, 220 Broadway, 
Medica! journal nal advertieing exclusively. 


N.Y 


O 


DEY & Co. Advertising Agents 44 Broad 


Private wi pate wires, Phila, etc. 


LBERT FRANK & CO., % CO., 25 Broad Street, N. Y. 
General Advertisin jaunt. Established 

1872. Chicago. n, jladelphia. Advertis- 
ing of all kinds placed in every part of the world. 


ORTH AMERICAN ADVERTISING COKPO- 
RATION, Woodbridge Building, 100 William 
Street, ae of John, New York. reliable, 
“recogn ——_ advertising agency, =. 
collins first-c accounts. Customers pey® 
fixed service charge on the net prices actually 
paid by the Agency 


OHIO 
Cw EF, RUNEY, Runey Bldg., Cincin- 
ti Newspaper, ine, Out-aoor 


Advertising. Printing’ Designs, Writings. 


PENNSYLVANIA, 
H. 1. IRELAND ADVERTISING AGENCY, 
(Establ. 1890), 


ished 


925 Chestnut Street, Philadelphia. 
FOLEY & ogg 
i Agents, 
208 Commonwealth Blag., Phila. 
“ Less Black and White. and more ‘Gray Matter.” 


RHODE ISLAND. 


F. OSTBY AGENCY, Providence—Bright, 
e catchy “ad ideas,” magazine, news- 
paper adv. 


PRE 


7 


TENNESSEE. 
REENWOOD ADVERTISING Comrant, 
Office and Plant, Knoxville, Ten 
Designers and M "f'rs of Painted ‘Advertising. 
Out-of-door Work Contracted for. 
Street Bulletins, Wall, Y= and ‘Out Outs. 
Distributing and Sign Tackin ‘acking. 


CANADA 
ANADIAN advertisin; promises results which 
invite — careful investigation. Write us 
for best list o nn cover the whole field 
tie TH ESBARATS ADVEKTISING 
AGE . Ltd., Montreal. 





THE REALTY 
SYNDICATE 


Capital paid in...$4,600,000.00 
Surplus 940,901.86 


Issues Six per cent 
Investment Certifi- 
cates at par. 


Office: 14 SANSOME STREET 
San Francisco, CA. 


Energetic representatives wanted in 
every State 
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THE YELLOW JACKET. 


Published twice a month at Moravian Falls, 
N.C. Circulation 124,934—Rate 30 cenis 
per line. 

For detailed statement of circulation by 
States, sample copy or information, address, 


MARK W. MOORE, JR., 
PUBLISHERS’ REPRESENTATIVE, 
WASHINGTON, D. Cc. 








Bout “‘Himself’’ and “His Work” 


The First Edition of “ Excerpts from His 
Scrap Book” is exhausted ; Second Edition 
now on the press. If your name arrives in 
time, accompanied by Five Red Stamps, 
copy will be mailed you by 


FRANKLYN HOBBS, 
Composer and Editor of Advertising Let- 
ters, at the “ Letter Shop” in the 
Caxton Block, Chicago. 














AN EXPERT 
ADVERTISEMENT WRITER 
AND MANAGER 


for 12 years associated with 
large department stores, and 
at present the advertising 
manager of an establishment 
doing an annual business of 
$9,000,000, is open for ne- 
gotiations with either a large 
manufacturing concern or 
one of the country’s great 
department stores. High- 
est references. Address 
OPPORTUNITY, 


Care of PRINTERS’ INK. 

















‘Continuous Zounter Lheck-Books | 


Patent for such soon running out, we offer the 
American and Canadian 
Patent of far improved and better machine for sale. 











‘ 


Apply to Moriz & Kummer, Berlin C. 25, Germany. 
RSET DI NEARER 
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COLOR 
RIGHT2® 
PRICE 


The difficulty of matching exactly unusual 
shades of fine job ink is a vexatious problem 
at times to the printer. Printers Ink Jonson, 
17 Spruce St., New York, has followed this 
line as a specialty for years. It is a subject 
full of interest to him and he is equipped to 
meet every proposition. The harder the prob- 
lem the better he likes it. He finds that cus- 
tomers are more accurately served, greater 
economy obtained for them, and neatness and 
cleanliness secured by shipping the inks in tubes, 
any size to order. This is done at no additional 
cost to the purchaser, who obtains the right 
color and the right quality at the right price. 


—Inland Printer. 


Send for my new price list, containing useful hints 
for relieving troubles in the press-room. Address 


PRINTERS INK JONSON 


17 Spruce St., New York. 




















By Is Quality Any 
=RZ> —SOOb ject to You? 


Your advertising, whether newspaper, magazine, catalogs, 
booklets, or other printed things, is bound to cost you about so 
much, anyway. 

The cost of securing the best service to be had in this country 
adds but a trifling percentage to the total. 


Ethridge Quality is not a mere name—it is being recognized 
by leading American advertisers as the standard of merit. 


The Ethridge style of illustrations and copy has the merit of 
originality, distinctiveness and convincing force. 


We infuse this touch of superior quality into everything we 
produce, and carry it straight through to the printed result. 


Consult us about your next advertising campaign, whether it 
be large or small. 


THE GEORGE ETHRIDGE COMPANY, 
No. 33 Union Square, New York City. 





















BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


The illustration of this Golland 
Clothing advertisement marked 
No. 1 has nothing to do with élie 
article advertised or with the text 
of the advertisement. In fact, the 
two nondescript and unidentifiable 
gentlemen who are passing each 
other at a swift pace have absolute- 
ly nothing to do with anything. 

An illustration which can, with- 
out too much violence, be adapted 
to the uses of an advertisement is 








i that 1. Golland’s Sons have prepared for Spring. 
Nineteen’ five, an extremely dignified (you may call  “swagger’) hne of 


C 3 as worn by gentlemen, to retail from $52.00 down to 
where looks Bec sted 
a 
jor ci . 
The Cohonticbelaneh the garments says: “Custom shop-made,” 
they shops by 


pb Gollland’s, and 
e™= p 
Brosdway New York of 


On. 
No.! 
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COMMERCIAL ART CRITICIS 


INK WILL RECEIVE, 







33 UNION SQUARE, N.Y. 


FREE OF CHARGES 
MATTER SENT TO MR ETHRIDGE. 


is unusual to the point of weird- 
ness May catch the eye, but it de- 
tracts attention from the adver- 
tisement itself, 

Supposing, though, that these 
heavily shod young men are essen- 
tial to the happiness of this adver- 
tiser, No. 2 gives them a better 
chance to be seen, and the elimina- 
tion of the checkers, typewriter 
keys, or whatever may be, is also 
helpful. The trademark is shown 


¥ NEW YORK 
CUSTOM SHOP MADE 


—___ 
No.2 A 





often very good, even though it 
has no direct connection with the 
article advertised. An illustration 
which possesses an interest of its 
own and tells a story of its own 
may often be adapted to the uses of 
an advertisement in a way that is 
both attractive and interesting, but 
a picture that means absolutely 
nothing and has no redeeming 
feature whatever certainly has no 
place in an advertisement. 

It is true that this picture is 
weird and that it catches the eye, 
but these features are possessed by 
any monstrosity and are far from 
being commendable. A thing that 





up in a position of prominence 
which is always a desirable thing 
to do. 

a * 

The drawing of this Carter’s 
Writing Fluid advertisement is a 
trifle weak, but the idea is a good 
one, and the advertisement is sure 
to attract attention. The little 
story which the advertisement tells 
is a good one, and likely to stick 
in the mind. This ad comes under 
the heading of “publicity” rather 
than advertising. It would be 
foolish for makers of a new and 
unknown ink to use publicity of 
this kind. For a new ink it would 





















mean nothing and be simply an un- 
warranted boast. With Carter’ it 
js different. The ink is so well 
known and so widely used that it 

















will stand the assertion | that the 
wheels of trade are run with it. 
x * * 


Here is a diamond advertisement, 
if it can be called an advertisement, 

















Jos.Noterman & Co. 


00001) am Clacinne, Otte 








which occupied a full page in the 
current number. of the Keystone, 
size 8%x1r. A more criminal 
waste of space would be hard to 
imagine, All this advertiser has to 
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say is thet holiday lines are now 
complete. Any merchant in his 
line of business whose holiday lines 
were not now complete would be a 
fit subject for an inquiry as to his 
mental condition. It goes without 
saying that the diamond mer- 
chant’s stock is complete at this 
time of the year, and the idea of 
wasting a whole page in an expen- 
sive magazine in this way is little 
short of ridiculous. 

There used to be a great many 
advertisers of this class. Nowa- 
days there are very few. This 


looks like one of tlhe advertise- 
ments that is written with a blue 
pencil on a piece of wrapping paper 
while the boy waits. 
* * * 
It may be that the ancient musi- 
cians in this Voice Culture ad- 









\ 
SD 
A GOOD FIGURE, GRACEFUL CAR- 
RIAGE AND A GOOD DIGESTION 
(as enjoyed wot can be acquired 


LATERAL COSTAL SYSTEM 










exercising as outlined in 


REATHING FOR VOICE PRODUCTION 


ByH. H Hulbert, B.A, Oxen., MR.C.8.,L.R.C.B..cte 
‘This work; originally designed for vocalists, 
has with instant success geper- 

aliy.es ives the correct information for perfect 


$1.00 per Copy, Prepaid. Cloth. 17 page iestratans 


VELLO, EWER & CO.. ] 
M\ oases 17th Street, New York. (q) 
c= - aN, 


vertisement have something to do 
with “breathing for voice produc- 
tion.” Whether they have or not, 
the illustration is not a bad one. 
although the somewhat complicated 
border could have been simplified 
with good results. The whole ad- 
vertisement, however, is spoiled by 
the things the compositor did to it. 

There are at least six kinds of 
type in this one little advertise- 
ment, and the result is certainly 


unhappy, 
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WBRKLY AD CONTEST. 


THIRTY-THIRD WEEK, 








In response to the weekly ad 
contest forty-five advertisements 
were received in time for report in 
this issue of Printers’ Ink. The 
one deemed best is here repro- 
duced. It is headed “Pleasant An- 
ticipations.” It was sent in by 
William Atkinson of the Caxton 


Pleasant Anticipations 7 Jf 


Your friends who received Persoral 
Greeting Cards from you last Christ- 
mas, which we supplied, will pleasantly 
anticipate something equally pretty this 
year. Don’t disappoint your friends. 
Send postcard for our Pattern Books, 
select the prettiest you can find, and 
let us have your order, and when once 
again ‘you send out your cards, they 
will fill the memory’ with kindly 
recollections. 


ATKINSON, Stationer, 
ULVERSTON. 


/ Kindly Recollections. 


Printing Works, 6 King street, UI- 
verston, Lancashire, England, and 
it appeared in the Westmoreland, 
Eng., Gazette of October 28, 1904. 
A coupon good for a yearly paid- 
in-advance subscription to Print- 
ERS’ INK was sent to Mr, Atkin- 


Friends 
in the 


Colonies. 


You like to be kindly thought 
of and enjoy giving pleasure to 
your distant friends. This being 
80, you will in the course of a few 
ent be a — a 
Greeting, Christmas an 
New vo Cards. You had 
therefore better see our Pattern 
Books at once, as they are full 
ot beautiful and artistic designs. 
A post card brings them. Genuine 
triumphs of dainty design and 
delicate coloring. 

ATKINSON, Stationer, 
ULVERSTON. 

























son as provided in this contest, 


viz.; Any reader may submit an 
advertisement which he or she no- 
tices in any periodical. The name 
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of the sender, the name and date 
of the paper in which the ad had 
insertion must be fully stated, 
The ad selected as the best sub- 
mitted during a week will be repro- 
duced in PrinTERS’ INK, if possible, 
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« 
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4 
4 There are many three-handed people in the world. 4 
P They have a right hand, a left hand, and are alwaysa 
D little behirid-band. Please don't be bebind hand in choos- 4 
P ing your Christmas and New Year Cards, as that may 4 
P = mean putting v- with what you can get, and purchasing 
P cards at the lat moment that you are dissatished wih. 
P It is far better, easier, and pleasanter to cboose now. Send 
P @ postcard for our’ Pattern Books, and you will realise to 
P what a pitch of perfection Personal Greeting Christmas 
> and New Year Cards have been brought. When you get 
P the book, quietly, comfortably,” and free from hurry and 
> bustle make your choice, and then let us have your order. 
» The cards will arrive postage paid, astisticaily printed, and 
» neatly packed with envelopes to match. Send 4 
» for Pattern Books to-day. 4 
> 4 
> q 


Atki 


postcard 
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and credit will be given to the 
sender and to the paper in which 
the ad had insertion. And as a 
further recognition for the effort 
made, a coupon good for a paid- 
in-advance subscription to Print- 
ERS’ INK will be sent to the person 
who sends the best ad each week. 
Mr. Atkinson has long been a pupil 
of Printers’ INK and he says that 
it has been the greatest help in 
teaching him what advertising 


Delight cammeame 
Your Friends 


“What a charming card you 
sent us at Christmas!" That is 
the natural and inevitable femark 
of those whose friends come to us 
for their Christmas and New 
Year Greeting Cards. The 

i sender is proud to send them, and 
the recipient delighted to get them. 
Let us forward our Pattern Books, 
which will be delivered free, and 
you_can sit down and spend a 
leasant half hour or so in select- 
ing the pattern you like best. 





ATKINSON, 
Stationer, 
ULVERSTON. 


SEND 
POSTCARD FOR 
SPECIMEN 

BOOK, 





really is. He advises all young 
men who are interested in adver- 
tising to subscribe for the paper. 
The Little Schoolmaster repro- 
duces here three more ads submit- 
ted by Mr. Atkinson, and jt will be 
noticed that all of these are of an 
excellent. quality of. argument and 
display, : 
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When you consider the great 
percentage of billboard display that 
can be read only in the snap-shot 
glance possible from a car window 
or the casual glance of a pedes- 
trian, you appreciate that the fun- 
damental principle of billboard dis- 
play was well outlined by Hab- 
bakkuk more than 2,500 years ago, 
“Write...and make it plain,” said 
he, “that he may run who readeth 
Oy 

The impression sought to be 
made by a billboard must necessar- 
ily be made at a blow. It must be 
concentrated. There is no time for 
argument or persuasion. “Kill him 
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WLBOARD ADVERTISIN 








— tho 


e27* St. ' New York. 


haps as good an example of this 
sort of work as has appeared in 
years. 

In the first place, this is a 
poster which simply barks. It has 
the tremendous strength of sim- 
plicity. Its forcible color effect of 
white on blue actually smothered 
elaborate and daintier displays 
which had the misfortune to be 
placed alongside it. Yet there is 
nothing artistically crude about it. 
It was laid out with skill. The 
strength is concentrated on the 
word “Pearline,” as it should be, 
but the simple, easily understood 
picture and the equally simple and 
effective argument have been ar- 


Let the Men Wash 
if they wont get you 





at once” the Boxer chief is report- 
ed to have ordered of a captive, 
“we have no time to carve him 
scientifically.” 

A sharp, concentrated argument 
has the advantage of sinking deep- 
ly. You can make more of a dent 
with a pickaxe than with the side 
of a plank. In billboard advertis- 
ing One shoots with a _rifle—not a 
shot-gun. One must not scatter 
his arguments. If there are a 


dozen talking pints about the ar- 
ticle,advertised, a phrase must be 
found that will convey them all 
at a single shout—or the display 
confined to one of them. 

The Pearline poster used on the 
boards a few weeks since is pere 





ranged to make a pleasing and uni- 
fied whole. 

Everybody’s Magazine has blaz- 
ed an entirely new path for maga- 
zine publishers. The tremendous 
interest aroused by the introduc- 
tory installment of Lawson’s article 
in the June number convinced 
Everybody’s publishers that they 
had secured a feature which would 
justify the biggest and widest kind 
of advertising. As the main feat- 
ure of their campaign they decided 
to use, for the first time in maga- 
zine circulation methods, a 24-sheet 
poster in one hundred big cities 
and sixty-five mining and manu- 
facturing centers, 

The success of this advertising 
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was, if anything, too great, as the 
publishers found it impossible to 
supply the demand it created. 
Warned by this experience they 
printed 425,000 copies of the Sep- 
tember number and went on the 
boards of over three hundred cities 
with the poster shown on this 
page. 

This is a stong poster with all 


ure in the Lawson article. Its te- 
sult can be told in six words—the 
September issue was sold out. 
Of course the increase in circy- 
lation is primarily due to the ar- 
ticle—not to the advertising—but 
that is true of every piece of suc- 
cessful merchandising ever ac- 
complished. It does stand, how- 
ever, as a shining example of what 


Jen Ceats 


SEPT EMBER 


Gaoaz!. / a 


-FRENZIED 


> qT 1OMAS 4 
i Sa RE 

LAWSON’ 

Better . 


FINANCE 


The Story of Amalgamated © 


THk RIDGWAY THAYER COMPANY “PUBLISHERS 
UNION SQUARH NEW VouK 


Yaw Me icipehifan Pr/MThA Cd WY? =, 


the good features that poster ad- 
vertising should have. In the first 
place, it is an eye-catcher and eye- 
holder with its strong lines and 
simple color-scheme. Next, it 
whacks the appearance of the book 
itself into the observer with results 
that could not fail to be apparent 
the next time he looked over a 
news counter. Finally, it em- 
phasizes the magazine’s chief feat- 
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can be done with a good article 
advertised by good posters. 

Everybody's publishers, _ the 
Ridgway-Thayer Company, simply 
exercised their sound, virile busi- 
ness nerve when they broke away 
from the beaten path and put their 
magazine’s advertising on the bill- 
boards. Nothing succeeds like suc- 
cess and other magazines are al- 
ready slated to follow suit. 





Ne- 
he 


u- 








STREET CAR ADVERTISING. 


The car riding public is the 
easiest public in the world, to 
amuse, but amusement is not the 
main purpose of advertising. Street 
car space is not solely for vaude- 
ville purposes. ; 

The average car card gives us 
too much fun and too little sense; 
too many colors and too little 
type; too much design and too 
little reason. It fails to clinch. 

When we are told that wares are 
good we want to know why they 
are good; if best why best. Before 
investing we like to know thor- 
oughly why we should invest. The 
car card seldom tells us. That big 
Why is left unanswered. Car ad- 
vertisers seem to strain to dodge it. 

Here is an instance: 

A Michigan association controls 
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son given for the advanced: price 
charged. The punishment fitted 
the crime. 

Simply an aggravated example 
of a common error—the why left 
unanswered, 

On the other hand the Hand 
Sapolio card reproduced here is an 
excellent example of the answered 
why, 

Read it. 

Why is Hand Sapolio a good 
thing? Because it “is unequaled 
as a gentle and efficacious pore- 
opener.” 

Why do we need “a gentle and 
efficacious pore-opener?” Because 
“the pores are the safety valves of 
the body” and should be kept in 
order. 

Other cards running contempo- 
raneously tell us how Hand Sapo- 
lio keeps the pores open, 





of the body. 





THE PORES are the safety valves 
If they be kept in perfect 
order by constant and intelligent 
bathing a very general source of dan- 
ger from disease is avoided. HAND 
SAPOLIO is unequaled as a gentle, 
efficacious pore-opener. Try it. 








a deposit of unusually pure salt, 
free from lime, and therefore non- 
caking. Salesmen go out and 
preach no-lime, no-cake sermons 
from Monday morning till Satur- 
day night—and get an adv«nced 
price for the salt. 

When car cards were employed 
as salesmen, they were made to 
say “Johnny Jones and his sister 
Sue, ate a peach of an emerald 
hue” and then were cured in rhyme 
by the association’s salt. 

The advertising results were dis- 
appointing, The new salesmen 
failed to sell salt. Because, for- 
sooth, they talked like a lot of jib- 
bering idiots. What had Johnny 
Jones and his sister Sue got to 
do with the price of salt. 

Available arguments absolutely 
neglected and not the slightest rea- 


When we have finished reading 
this set we can hardly doubt the 
purpose and value of Hand Sapo- 
lio. 

There should be more car adver- 
tising as logical and full of meat. 

“But,” the advertiser says, “Peo- 
ple don’t read these long texts in 
the cars.” 

Let him try them once and sec. 
The fact is people do read them 
and do absorb them and a few 
wise advertisers have found this 
out long ago to their own great 
advantage. 

Get over the idea that car space 
is poster space. 

Catch phrases, pictures and 
thymes have their place in the 
cars, but don’t be afraid to use 
bs and don’t be afraid to tell 
why Barron G. CoLcter. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








It’s time to get busy with your 
Thanksgiving ads; and there are 
very few lines that do not cater, 
directly or indirectly, to some need 
that is emphasized by that holiday. 
It’s a “sprucing up” time for many 
—buying time for the new over- 
coat, winter suit, new shoes, new 
hat and outer garments of ail sorts 
for both sexes. It accentuates 
the worn spots in the dining-room 
carpet and the rickety condition of 
the dining-room table, which 
promises not only to “groan” under 
the unaccustomed load of good 
things, but to give away under the 
strain and fall down. It recalls 
most insistently the need of a side- 
board, of chairs, pictures, carvers, 
table-linen and china. It sets the 
housewife to wondering whether 
her efforts will be ably seconded by 
the old kitchen range, and leads to 
a mental inventory of dripping 
pans, colanders, cooking spoons 
and the culinary department in 
general. It may even be the time 
that has been fixed for the instal- 
lation of a new piano; or, if not 
that, for the tuning of the old one. 
The range may need repairing; 
there may be some painting or pa- 
per hanging to be done, or some 
new bed-room furniture to be 
bought before the coming of criti- 
cal guests. In fact, the needs that 
are developed by the approach of 
such a holiday are practically un- 
limited, and, whatever your line, it 
will pay you to look around among 
your stock and advertise those 
things which have even a remote 
chance of being wanted. Those 
who supply food of any sort—the 
b_tcher, the baker, the grocer— 
should need no hint to take advan- 
tage of the occasion; and each of 
them should remember that in 
many cases the Thanksgiving pur- 
chase will be the test, of his goods, 
prices and service, that will attach 
new customers or drive them away 
to stay. Be thoroughly ready, for 
disappointments at such a time are 
taken more seriously than on or- 
dinary occasions. It’s a good time 





to get quick attention and make 
a favorable impression through the 
offering of special values in some 
lines—a good time to take extra 
space in the newspapers and fill it 
with newsy items about seasonable 
goods of all kinds. And remember 
that after Thanksgiving, it’s only 
four short weeks till Christmas— 
four weeks during which, in most 
lines, you must do a volume of 
business as large as you would 
ordinarily do in as many months. 
Very Well Said, But a Few Prices or 
Something a_ Little Less General 
Would Have Been Stronger, 





| Marketing Be- 
comes A Pleasure 


when you can do it in a 
store where cleanliness, con- 
venience and comfort are 
distinct features. You'll find 
these things are embraced 
fully in our new store. Add- 
ed to this the superlative 
quality of our groceries and 
provisions, our generous 
methods and our prompt and 
efficient delivery system—and 
you have the chief elements 
of our trade-winning combi- 
nation. 

ALBRIGHT AND LAND- 
RAM BROTHERS, 
Merced, Cal. 

Phone Red 35. 
eae Se I 


A Good One From Canada. 














The Conservative 
Path. 


Many years of experience 
convince us that conservative 
methods are best—best for 
us and best for our custom- | 
ers. Our policy is to con- 
duct the business of the Cor- 
poration along the most con- 
servative lines. In every 
transaction safety has been 
placed above every other con- 
sideration. This is purely 
an Investment Company, not 
a speculative institution, 

Interest is allowed on de- 
posits at three and one-half 
per cent per annum com- 


| Pounded half yearly. | 
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One of the Right Sort, From the Wash- 


- 


| graceful curves of French 





ington, D. C., Star. 





Thanksgiving 
Anticipations 


The great American holi- 
day is first and foremost a 
Home Holiday. A triumph 
it was to. our forefathers in 
that they had found a 
Home. To us its significance 
is similar. 

For weeks your household 
wants have been studied, 
and now, before the usual 
rush, is the time to make 
your home replete with the 
comfort and elegance befit- 
ting the occasion. 

Firstly, consider our Side- 
boards. The latest designs 
in Mission, Golden Oak and 
Mahogany—many with swell | 
fronts and claw feet, so 
characteristic of Colonial 
furniture, from $12 to $175. 

Extension Tables, _ like- 
wise in Golden Oak, Mahog- 
any and Mission; Round, | 
Square; some to match the 
above Sideboards, $18 to 
$110. } 

China Cabinets, some with 
the straight line in Chip- 
pendale effect; some mas 
sive with Pointed and Flut- 
ed Columns, $15 to $110. 

Dining Chairs with the 





leg and in styles so varied 
that they match any room, 
$1 to $25. 

In this department we 
have made next week’s spe- 
cial timely: 12—Golden 
Oak Sideboard; Chippendale 
effect. Was $18. 

No time to lose in getting 
your Draperies and Cur- 
tains. The sooner you buy 
the better the assortment. 
Our recent sales have so 
cleared our stock that you | 
will have the unusual op- | 
portunity to see an al- 
most fresh assortment. 
We are admirably equipped 
this season to supply your 
entire wants. From our 
artist employed to sketch 
original hangings to suit 
your individual taste to the 
imechanic who hangs your 
old draperies the talent is 
the best procurable. 

Next Week’s Special. 

$3.—4 prs. Green and 
Gold Portieres. Were $s. 

$7.—4 prs. Arabian Laces. 
Were $10.50. 
Next Week’s Carpet Special. 
97¢.—5-frame Body Brus- 
sels. Was $1.35. 
$1,22—Bigelow 
ter. Was $1.85. 
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From the Hartford, Conn., Globe. Very 
Geos, But Lacks the Eloquence of 
rices, 








CLARK, DAVENPORT & CO. | 


12th and F Sts., 
Philadelphia, Pa. | 














Thanksgiving 
Appetites 
Are Prodigious ! 


In spite of the sentiment 
that attaches to this great 
American festival, it is un- 
questionably the Thanks- 
giving dinner that has be- 
come the feature in the 
day’s observance. The whole 
menu, for the approaching 
feast, has already been plan- 
ned by the thrifty house- 
wife. 

We wonder if she has giv- 
en the attention to the 
Table Service that this im- 
portant adjunct deserves, 
The enjoyment of a dinner 
is greatly enhanced if the 
table appointments are tasty 
and complete? Not neces- 
sarily elaborate, or expen- 
sive, but neat. 

For instance, your dinner 
ware, is it not about used 
up? This is the time to re- 

ace it with one of ours. 

Nhere would you expect to 
find a greater assortment, 
more attractive patterns, 
more reliable goods or more 
satisfactory prices than at 
the Mag ee Crockery Store 
in the State?” 

Open stock patterns and 
regular sets, aviland Chi- 
na, English, German and 
Domestic goods, at any 
price you choose. Course 
Sets, Chop Plates, Cups 
and Saucers, etc. 

Tasteful Glassware is al- 
ways effective. See to it 
that your table is properly 
supplied; whether you need 
much or little, we are yours 
to command. 

Carvers? Oh, yes, we 
keep Carvers; turkey size or 
for the small birds. This 
will interest the man of the 
house. He has to do the 
carving. Then there’s that 
immense department _ of 
kitchen furnishings. Pos- 
rere you think that your 
kitchen is well supplied with 
the needfuls for preparing 
the great feast. ‘e ven- 
ture to say that it is not, 
unless you have recently 
visited our kitchen depart- 
ment. There are so many 
new and practical articles 
continually being brought 
out for the convenience of 
the cook, that but few 
households are lacking in 
something useful. Hadn't 
you better look into this 
subject? 

NEAL, GOFF & INGLIS, 
Hartford, Conn. 
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PRINTERS’ INK, 


land, Ore., sends the following de- 
scription of a grocer’s window in 
that city, which may offer a help- 
ful hint to merchants in other lines. 
“In the window are a score of toy 
balloons, and two electric fans keep 
them bounding against the far side 


of 


the enclosure. When the 


bal- 


loons fall the second fan—one be- 
ing against the window partition 
and the other two feet in advance 
-——puts them in action again. 
background is filled with packages 
of teas and spices, boomed by a 
local wholesale house.” 


Here’s a Bunch of Excellent Small Ones | CLAPP & TROST, 
From the Washington, D. C., Star. 


The 





| Small Photos 
Enlarged 
by an new process that gives 
beautiful _—results. Films 
developed while you wait, 
1oc. roll, 
THE COLUMBIA PHOTO 
SUPPLY CO., 
Just around the corner 
from 15th on N. Y. ave. 





Forestall Roof 
Trouble! 


In winter your roofs are 
almost continuously exposed 
to the onslaughts of either 
rains or snows. Will they 
stand the strain? Better let 
us go over them now and 
stop the leaks. Prevention 
is better than cure. 

GRAFTON & SON, 
“Roofing Experts,” 
714 9th st. "Phone 760. 


Tell Your Stove 
Troublesto Hutch- 
inson & McCarthy 


Glad to give you the bene- 
fit of our long experience in 
repairing furnaces, latrobes 
and ranges at any time. 
Drop postal or ‘phone. 
s20 10th St. ’Phone 443. 








Acme Roof Paint. 


Famous Roof Tonic. Con- 
sult us about Tinning, Gut- 
tering, Spouting, Roof Paint- 
ing and Repairing. Work 
guaranteed. 

WASHINGTON ROOFING 
COMPANY, Inc., 

Jos. L. Strouse, Mgr. 

707 13th St. "Phone M. 1623. 





ii — 








Mr. Le Roy Thomas, of Port-! The Right Thing at the Right Time, 


and the Kange of Prices. 





Good Carving 
Sets 


Don’t have your guests 
think the turkey’s tough 
just because you haven’t a 
good carving knife. 

The extra labor may stim- 
ulate your appetite, but it 
might destroy that of your 
guests. 

Get a set of the Meriden | 
Cutlery Company’s Carvers 

—there may be others as 
| good but there are none bet- 











ter. 50c. to $10.00 a Set. 


| 

| Hartford, Conn. 

Another Case Where Prices Would 
Have Helped Some. 








ane 
rhanksgiving Day 

Of course you want a 
brand new Overcoat for | 
Thanksgiving day and of 
course we are me pe@ple to 
supply it. 

Ne will sell you an Over- 
coat on credit at cash prices. 

It will be a coat that any 
| one might be proud to own; 
it will be stylish and well 
made. It will be made o 
| good material and _ hand- | 
somely lined. 

The coat will suit, the 
terms will suit and above all 
the price will suit. 

PEOPLE’S CREDIT 

CLOTHING CO., 
Hartford, Conn. 
baci a a eet 


Good and Timely. es 


TA Little Fire on 
the Hearthstone 


looks warm and cheery when 
the nights are cool—and the | 
time for cool nights is ap- 
proaching. Speaking of 
| hearthstones, have you all 
| you need in the way of And- 
irons, Fire Sets and Spark 
Guards? We’ve been get- 
ing these things together 
the last few days and can 
show you something that 
will please you. 

he black iron Andirons 
have the call at present for 
the reason that they always 
look well and require no 
care. We have attractive 
ones from $2 a pair upwards. 
THE JOHN E. BASSETT 

& 








Co., 
754 Chapel Street, 
320 State St., 
New Haven, Conn. 

















Good 
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Descriptions Go a Long Way 


Toward Selling. 





Style in Walking 
Skirts and Only 
$2.95 to Pay. 


The very swing of these 
trim skirts of the fancy mix- 
ed material is good style. 
While the general effect is 
dark, there are glints ot 
color breaking all over the 
surface. Seven gores is the 
original plan of the skirts, 
but the triple pleats that 
start below the nip line and 
continue to the foot insure 
that smooth, snug fit at top, 
and give the breadth and 
fulness at foot now so ne- 
cessary. Any wonder we 
call them trim! At four 
dollars you would think 
them absurdly cheap—at 
$2.95 you'll think as we do, 
that they are a most unusual 
bargain. 


SNELLENBURG’S, 
Philadelphia, Pa. 








For “Thanksgiving Furniture,” 








SCHOLLE’S GOOD FUR. | 
NITURE. 


“My Lady’s 
Treasure House 


The furnishing of the 
Dining Room is not com- 
plete without a China 
Closet. It is “My Lady’s 
Treasure House,’” — where 
those dainty pieccs of china 
and cut glass are stored safe 
away from dust and mis- 
chievous fingers. 

This store makes a_feat- 
ure of these pieces of furni- 
ture. 

A solid phalanx of them 
stretches down one entire 
wall of the main floor, in 
English oak and real ma- 
hogany, some severely plain, 
others elaborately carved— 
all masterpieces of the fur- 
niture maker’s art. The 
prices range between $18 
and $150, and at all in-be- 
tween prices. 

China Closets, Dining 
Tables and Chairs, Side- 
boards and Buffets, come 
under the head of “Thanks- 
giving Furniture’—at this 
season a magnificent show- 
ing here of all such. 


H. E. SCHOLLE & CO., 
222 Wabash, 

Bet. Adams and Jackson, 
Chicago, Ill. 


” 











A Good One From the Many Such That 
Appear in the New Haven Register. 





Concerning Fire. 
Dogs. 

Dog days have gone but 
fire dog days are coming 
and our fire dog show is 
open. The black iron ones 
have the call just now and 
we show some new and very 
artistic designs. The prices 
start at about $3. 

We also have the other 
things necessary to your fire 
lace, such as Spark Guards, 

llows, Fire Sets and 
Hearth Brushes. The as- 
sortment and the prices are 
both attractive. 
THE JOHN E. BASSETT 

& CO., 
754 Chapel St., 
320 State St, 
New Haven, Conn. 











Most Any Dealer in Hardware and 
House-Furnishings Can Afford to 
Take a Leaf From Bassett’s Book and 
Emulate His Advertising. 





Feather Dusters. 


We have as many kinds 
and possibly a few more. 
We have as good quality 
and perhaps a little better— 
we have as low prices and 
we think a little lower, than 
may be found at other 
places. 

Regular Ostrich Feather 
Dusters, 25 cents up. 

Soft Ostrich Picture Dust- 
ers, 85 cents up. 

Our Dusters are selected 
with special care and we 
feel sure that they will suit 
you. 

Also Brooms and Brushes. 
THE JOHN E. BASSETT 
& COMPANY, 

754 po ge st., 320 State st., 
New Haven, Conn. 











Good Introductory for a Wine and 
Liquor Ad, 





Thanksgiving 
Good Cheer 


You'll find it here. 

Let us furnish the good 
things to drink for the fes- 
tive day. 

You know our reputation, 
we 3 it’s from Lathrop’s it’s 
pure;” and you know our 
prices are the fairest in the 


cit 
Just a few suggestions, 
LATHROP’S, 
Hartford, Conn. 
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C ©) GOLD MARK PAPERS @0) 











(©©) Advertisers value printed am more for the class and sory of their circulation than . 
m as sy iy rep 


os mere number of copies prin 
he sign ©.— Webster’s Dictionary. 


ong the old 


a of a grand total of ab pm} publications listed in the 1904 issue of Rowell’s American Newspa- 


per Directory, one hundred and nine are distin, 
marks (© ©), the meaning of which is explained abov 
Thec. for advert 


— from all the others by the so-called gold 
ents entitled to be listed wader this heading is 20 cents a line per week. 





— aL hea mag D.C. 
r ENING STAR ( , Wash: on, D.C. 
Reaches 90% of the ba alee = 


LLIN®O: 
mJ ¢ Oy Only Orly paper KF re- 


po ot AA --) 


BAKERS’ HELPER, ( os Catcago, only “Gold 
Mark” baking journal. lai it, best 
known. Subscribers in s in every ky ered and ‘erritory. 


KENTUOKY. 
THE COVRIESSOURRAL (© _ ©), Louisville, 
aosy. Sunday and weekly. Not only has 
and quality of of cireulation, but also quantity. 
While an old and conservative newspaper it has 
never lacked progressive ness. It was the fret 
|p aad outside of New York city to [aocee me] 
ergenthaler linotype machine. is carried 


every day of the week on a ial ‘rain of its 
own to the pase of the weal jue grass 
a, = and 8 alarger circu sion in that 
territory than ‘ae other daily. 


MASSACHUSETTS. 
BOSTON EVENING TRANSCRIPT (@@), estab- 
lished 1830. The only gold m gold mark daily in Boston. 
BOSTON PILOT ). every Saturday. Roman 
Catholic. Jas. FeO scan Sata a 


Te" NORTHWESTERN M MILLER 


trade rh over Tr the wo Hi The 
only “Gold Mark” milling jc journal (OO). 


NEW YORK. 
THE POST EXPRESS (©©), Rochester, N. Y. 
Best advertising medium in section. 


HARDWARE yy 4 a 
= Cy no issue 
1 MALLETT. Pa ie” 253 Ke 2. N. Y. 


wr NEW YORK TIMES (©©),“‘Allthe news 
that’s fit to print.” Net circulation exceeding one 
hundred thousand copies daily free of returns. 


ELECTRICAL WORLD AND ENGINEER © ©). 
blished 1874; covers foreign and domestic 


electrical purchasers; weekly circulation. 


Desirable 


UFFALO COMMERCIAL (© 9. 
stactory results 


Pam it always produces ¢ satii 


CENTURY MAGAZINE © ¢ ©). There area few 
poonte 5 in Vay 4 community who know more 
the others. These people 
CarvUny SAGASe. 


THE BROOKLYN D DAILY EAGLE 


Sf an or ake eat in ein Greater N New Te 


NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent intellect and purchasing power toa high- 

grade advertiser. 


OnIO. 
CRCENR ATT bp ULRER ( Grent—tate 
ane ay Sh world ~ yo Ang A 
medium prosperous Middie West. oonies an 
information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
THE PITTSBURG DISPATCH (QO), Pittsburg, 
Pa. Delivered in more homes in Pittsburg than 
any other two Pittsburg newspapers. 


SOUTH CAROLINA. 


THE STATE (©O), Colmmbia, 8. C., reaches 
every part of South Carolina. 
NOVA SCOTIA, CAN. 
THE HALIFAX HERALD (©©) and the EVEN- 
16,000, fiat rate. 


ING MAIL. Circulation ex: 


ONTARIO, CAN, 

LONDON FREE = (@ 0). only morning 
noon, evening in Ontario. lensed me- 
dium, circulation ai and rates on pean onl 
FREE PRESS PRINTING Ov. G OU., Ltd., London, Ont. 


HE TORONTO | GLOBE (20) 


representatives BRIGHT & WERREE. Ne New Svork 
and Chicago. Sworn circulation exceeds 50,000, 





